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Gladys the beautiful reception- 
t says she supposes the air lines 
| be the first to arrange for the 
ch level employment everybody 

ic talking about these days. 


7, =. & 


Dog foods, cat foods and bird 

ids get a big play in the ad- 
rtising, and it looks as if there 

a real opportunity for some 
mart advertiser to come out with 
, tasty tidbit for the guppies. 
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Phil Cavarretta, the Cubs’ first- 
sacker, who got two hits and 
walked three times in the All-Star 
game at Pittsburgh, enjoyed as 
much free transportation as an 
old-fashioned newspaper editor. 
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Nobody should strike in war- 
time, but the Greyhound ticket 
sellers who won the right to work 
without neckties in hot weather 
struck a mighty blow for human 
freedom. 
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The ANA pilot study of public 
opinion showed that the market 
for business leadership is bullish, 
and a facetious correspondent in- 
quires to know if this means that 
business men no longer have to 
act cowed. 
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Paper can be made from peanut 
hulls, the furniture trade was told 
recently, and now the _ baseball 
magnates should be able with a 
little ingenuity to develop a 
highly profitable by-product. 
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President Roosevelt’s statement 
that he would accept the nomina- 
tion and would serve if elected 
for a fourth term made all the 
front pages, no doubt as a result 
of the completely unexpected 
character of the announcement. 
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The Todd Company can prove 
by statistics that more of its mar- 
ried salesmen have personal domi- 
nance than the unmarried, but it 
doesn’t say how long the Bene- 
aicts have been carrying their 
balls and chains. 
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Claudia Cassidy reports that ad- 
vertising in 1905 theater programs 
ffered the Oldsmobile at $2,250, 
ind if rationing continues much 
longer that’s what you'll be pay- 
ng for a 1942 model. 
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Philco plugs first video network 
n 125 newspapers, says a news 
tem, and if this sort of thing 
eeps up the publishers will re- 
use to regard television as a 
1enace. 
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The War Department has appro- 

‘riated $5,000,000 for its Wac ad- 
ertising campaign, which is just 
nother indication of what the 
ys in uniform are willing to 
pend on their best girls. 
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“’m young enough to care a 
reat deal about how I look,” ad- 
nits Mrs. Cosmopolitan, but the 
veauty shops’ most enthusiastic 
‘ustomers are nearly all fair, fat 
ind at least forty. 
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Business Week refers to Claude 
suckman in its Pepsodent-Lever 
3ros. story, but to keen observers 
he picture looks an awful lot like 
*harles. 

Copy Cus. 


COMMUNIST STAND—Calling for a 
wartime ban on party labels, this large- 
space newspaper ad tells the public 
that the Communist party has been 
dissolved in favor of a non-partisan 


Communist Political Association. A 

coupon invites readers to write for 

Earl Browder's 128-page book and in- 

formation on the association's program 
and activities. 


ClO Ad Drive to 
Ask Annual Wage 
and Higher Rates 


(Picture on Page 59) 

Pittsburgh, July 13.—In what 
may prove to be the beginning of 
a stepped up advertising drive, the 
Congress of Industrial Organiza- 
tions will place two large ads—in 
many cases pages—in nearly 100 
newspapers throughout the coun- 
try, beginning July 17, through 
Wiltman & Pratt, Pittsburgh 
agency. 

One advertisement deals with 
the cost of living, and ties in 
neatly with appearance today of 
union officials before a Senate 
committee, urging that the “little 
steel” wage formula be revised. 
The advertisement asserts that lids 
on prices have been successively 
lifted, that wages should be lifted 
to coincide with these costs, and 
that then both prices and wages 
should be kept rigid through 
stringent control of prices, ration- 
ing and profits, as well as wages. 

The other advertisement states 
the CIO position on a guaranteed 
annual wage for labor. The ad 
asserts that the farmer has been 
guaranteed a minimum return of 

(Continued on Page 57) 
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‘Mercury’ Declares 
War on U.S. Army 
in Magazine Ban 


New York, July 13.—A one-man 
campaign against the action of the 
War Department in banning, for 
reasons of “political propaganda,” 
all but 18 general magazines from 
Army camps was launched today 
by Lawrence E. Spivak, publisher 
of American Mercury, in an inter- 
view with Frederick Woltman in 
the New York World-Telegram. 

The Mercury, along with Atlan- 
tic Monthly, Harper’s, The Nation, 
New Republic, Saturday Review 
of Literature and others, cannot 
be “disseminated” in Army camps. 
In a recent announcement, Mr. 
Spivak told ADVERTISING AGE, the 
Army Service Forces said the “dis- 
semination includes any delivery, 
presentation, transmission, broad- 
cast or other distribution” of such 
magazines, “by gift, sale, loan or 
otherwise.” 

The 18 general magazines per- 
mitted on the reservation by the 
Army are listed as American 
Magazine, Click, Collier’s, Coronet, 
Cosmopolitan, Esquire, Liberty, 
Life, Look, National Geographic, 
Newsweek, The New Yorker, 
Omnibook, Pic, Reader’s Digest, 
Redbook, The Saturday Evening 
Post and Time. 


Not Being Purchased 


Although individual copies of 
and subscriptions to the “banned” 
magazines may be sent to soldiers, 
it is said, these magazines are not 
being bought by the Army for 
hospitals, libraries and_ service 
clubs, and cannot be sold in post 
exchanges. 

When an American Mercury 
subscriber recently tried to send 
50 free subscriptions of this maga- 
zine to Army hospital libraries, 
Mr. Spivak explained, he was 
turned down by Army Special 
Services. Thereupon Mr. Spivak 
wrote A.S.S. that such action “may 
constitute a direct infringement on 
freedom of the press.” 

“Carried to its logical conclu- 

(Continued on Page 53) 
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erans — is # big one and « live one It wild get more so as the 
in @ cories o nnd war comes nearer ita ¢od 
| poet war apportun 

rin Es 
in uniform went into operation t worked so well for 
so long that we want to pass our experience along 
In general, it is based on the ides that we are saving his place for our fighting man 


while he's away, whether he volunteered, was drafted, or was called up as & reservist. 
Chief features of the plan are these... 


1. Each employee whe has been with use year or 4, His rights in company retirement and benefit 
longer geen two months anlary as he enters the plans are protected while he w ewsy 
armed force 


2. His dependents receive monthly paywents trom DETAILS of the pian have been put into « book 
the company while he in sway—up to half of hie ler which we shall be glad to send you." 


former company pe Seon we 


3 bach employee has geen samured by letter from 
our company premdent thet his old job—or another 
nt te winning the war 


in itaelf nothing is more important than the matter 
of post war jobe 


———- 
COLONIAL BEACON OIL COMPANY 


G. |. JOE'S JOB—Details of Esso Mar- 
keters' job security plan for em- 
ployes in the armed forces are out- 
lined in this 1,000-line ad, first in a 
series of three Esso is running on post- 
war opportunities. Series is scheduled 
for some 500 papers in 18 states, 
through McCann-Erickson, New York. 


Newspapers Urge 
Crackdowns on 


L-240 Evaders 


Washington, July 13.— After 
hearing from Harold G. Boes- 
chenstein, director of WPB’s for- 
est products division, that the 
supply of pulp is increasing, but 
that military demands make it im- 
possible to make commitments on 
fourth-quarter newspaper quotas, 
the newspaper advisory committee 
at a meeting here this week urged 
complete elimination of 30-pound 
newsprint production and a severe 
tightening up of compliance meas- 
ures, including criminal prosecu- 
tions if necessary, to prevent vio- 
lations of the newsprint code. 

The committee recommended 

(Continued on Page 56) 


Last Minute News Flashes 
Lt. Col. Bullock Returns as G-E Ad Executive 


Bridgeport, Conn., July 14.—Lt. Col. Boyd W. Bullock, retiring from 
the Army, will return to General Electric Company July 17 as adver- 
tising and sales promotion manager of the appliance and merchandise 
department, replacing Glenn Gundell, who has become advertising and 
promotion manager of The Saturday Evening Post, Philadelphia. 


Electric Companies Plan CBS Series in Fall 

New York, July 14.—The 160 electric companies which sponsored 
the CBS “Report to the Nation” series through July 12, have signed 
Nelson Eddy and Robert Armbruster’s orchestra for a fall series on 
the full CBS network to start Sept. 20, Wednesdays, 10:30-11 p. m., 
EWT. Agency is N. W. Ayer & Son. 


Council on Candy Adds Professional Campaign 
Chicago, July 14.—The Council on Candy of the National Confec- 

tioners’ Association, in addition to the $1,000,000 consumer campaign 

recently launched through Leo Burnett Company (AA, July 3), plans 


|to run a professional campaign in an extensive list of publications 


| 


| serving doctors, dietitians and others, through L: G. Maison & Co. 


‘Duane Jones Gets Mennen Shave Cream Account 


| Jones Company, New York, to handle its shave cream, effective in Sep-| said. 
H. M. Kiesewetter Advertising Agency coniinues to handle 


| tember. 
Quinsana and baby products. 


Memphis, July 


Newark, July 14.—The Mennen Company has appointed Duane} 


57) WMPS, Memphis, Sold to Plough, Inc. 


14. — Subject’ to 


FCC approval, WMPS, Scripps- 


| Howard station operated by Memphis Publishing Company, operator 


of WMC and the Commercial Appeal and Press-Scimitar, has been sold | Myrad 
28 | to Plough, Inc., maker of St. Joseph’s aspirin and other products. 


Foed Industry 
Warned to Seek 
New Packaging 


New York, July 13.—The food 
industry was warned yesterday “to 
be ready for possible new govern- 
ment regulations requiring a quick 
shift from paper containers to less 
essential packaging,” by Paul S. 
Willis, president of the Grocery 
Manufacturers of America. 

Mr. Willis issued his warning in 
connection with a _ statement on 
the new WPB controls, issued 
earlier in the week, limiting mak- 
ers of milk containers in their 
consumption of paper or paper- 
board to 100% of what they used 
in the fourth quarter of 1943. 

While not directed specifically to 
users of parchment paper, Mr. 


Nitrate War Needs Soar; 
Paper Supplies Threatened 


New York, July 13.—War Pro- 
duction Board has notified pulp- 
wood mills of increased allocations 
of pulp for nitrates, demand for 
which in the last year is said to 
have risen 300%. 

Although a Megs of pulpwood 
to mills in the first half of this year 
were about 26% more than in the 
same period of 1943, demand for 
nitrates may conceivably reduce 
the amount available for paper for 
magazines and business papers by 
as much as 15%. 


~— 
Willis said that the new order 
should act as a warning to all such 
users. It is his understanding, he 
added, that new and urgent mili- 
tary programs call for greater and 
more immediate production of 
high explosives from long-staple 
spruce cellulose, the source of sup- 
ply for oilproof food wrappings. 

So urgent are these new mili- 
tary needs, Mr. Willis continued, 
“that this program could even re- 
sult in a temporary cutback for 
such essential war items as cello- 
phane and rayon. He urged the 
industry to start tests immediately 
for substitute containers, so that 


Memory of Murad 
Lingers 12 Years 
as FDR Accepts 


New York, July 13.—Although 
many advertising slogans have at- 
tained such fame as to live for- 
ever in the memories of advertis- 
ing “old-timers,” few can boast of 
being remembered and uttered by 
an American president at a crucial 
moment. Lennen & Mitchell to- 
day reminded the trade about the 
famous “Be Nonchalant — Light a 
Murad” campaign, last ad for 
which ran in 1932. 

The agency quotes from news- 
paper reports of President Roose- 
velt’s press conference July 11: 

“When the President got down 
to the part of Mr. Hannegan’s let- 
ter saying there would be a ‘clear 


majority’ of votes to nominate him 
at the convention he threw down 
|the paper he was reading and said 


jhe had to have a cigaret. Though 
|his hands trembled, he joked and 
‘unfortunately, it isn’t a 


Murad’—a brand which 


stresses 

nonchalance in its advertising.” 
Lennen & Mijitchell, proudly 
|pointing out that its president, 
Phil Lennen, “sparked” the or'‘gi- 
{nal Murad nonchalance idea in 
1927, says there hasn’t been a 
ad in 12 years... “yet 


|the memory lingers on.” 
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if the government directives are 
issued the transition can be car- 
ried out with a minimum of delay. 

In explanation of material and 
inventory controls placed on mak- 
ers of milk containers, the WPB 
said that during 1943 some 68,000 
tons of high-grade wood pulp were 
used to make paperboard for the 
containers, an increase of more 
than 20,000 tons over 1942. The 
new restrictions are 


an “acute shortage” of wood pulp 
in relation to the total military 
and essential civilian demand. 


Taylor Appoints Swan 

James C. Swan, formerly na- 
tional sales promotion manager of 
Canada Dry Ginger Ale, Inc., has 
been appointed advertising man- 
ager for W. A. Taylor & Co., New 
York, wines and liquors. 


Two Name Woodley 


Albert Woodley Company, New 
York, has been named to handle 
advertising for M B Mfg. Com- 
pany, New Haven, Conn., and Lee 
C. Bland Corporation, New York 
and Greenwich, Conn. 


Homes Provide 38% 
of Waste Paper, 
U. S. Study Finds 


Washington, July 13.— WPB 
Chairman Donald M. Nelson will 
|send a wire this week to every 


daily newspaper in the country 


necessary, | 
therefore, the WPB said, to avoid | 


study of “The Nation’s Supply of 
Salvageable Household Waste 
Paper.” 

The report. was prepared by the 
Department of Commerce’s pulp 
and paper unit-in cooperation with 
WPB's- Forest Products Bureau. 
The study was sponsored by the 
Conservation Committee of the 
Waste Paper Consuming Indus- 
tries. 

In his wire Mr. Nelson says: 
“Six months ago when the short- 
age of waste paper imperiled vital 
war production I appealed to the 
American press to launch the 
U. S. Victory waste paper cam- 


| paign. The newspapers have 
given generously of their leader- 
ship and valuable space with the 
result that waste paper receipts 
have been increased by nearly 
100,000 tons a month. This is 
fresh evidence of the power of a 
| free and patriotic press. Since the 
inception of the U. S. Victory 
waste paper campaign, under the 
| chairmanship of Edwin S. Friendly, 
|I have been in constant touch 
with this gratifying program. 


| Asks Greater Efforts 
| “Good as the record has been, 


announcing findings in the first) however, I call today on the news- 


|papers and their readers for still 
| greater efforts in the salvaging of 
| waste paper. Right now many 
i/mills with important war contracts 
|have almost exhausted their sup- 
| ply of this vital raw material and 
some have been forced to shut 
down temporarily. The situation 
is critical but fortunately can be 
|remedied quickly by greater pub- 
| lic cooperation in the U. S. Victory 
waste paper campaign. 

“A survey recently made pub- 
lic cooperation in the U. S. Victory 
merce indicates 62% of all avail- 
able waste paper in the United 
|States is available from industry 


(| aa S economy and efficiency as a product are reflected in an ad- 


vertising program that includes The Courant. The Courant offers, 


besides economy, this type of efficiency: the re-styled local fashions 


feature pulled 683 inquiries in May alone. Four other women’s page 


features drew 35,936 letters last year. Obviously, getting in on Hartford 


area sales means getting into The Courant. 


Nationally Represented by Gilman, Nicoll & Ruthman. 
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INSTITUTION 
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and 38% from homes and farms. 
In your city approximately 5.7 
pounds of household waste paper 
per person are available each 
month in addition to 5.2 pounds 
per person on surrounding farms. 
These figures provide for the first 
time monthly quotas for your area 
and should prove helpful in stimu- 
lating household collections. 

“Despite the excellent coopera- 
tion of the public and the 17,000 
salvage committees, collections 
have averaged about 588,000 tons 
a month in 1944, or 79,000 tons 
short of our monthly goal. Re- 
ceipts in May were 622,000 tons 
or 45,000 tons below our quota and 
for June we received only 84%. 
Obviously continuation of this 
dangerous situation will not only 
jeopardize war production but 
cause further curtailment of the 
diminished allotments of civilian 
paper. 


Findings ‘Astonishing’ 


“A new study made through the 
courtesy of the Gallup newspaper 
sponsorship reveals only 63% of 
families are saving waste paper 
regularly and only 67% are con- 
vinced of the need of waste pa- 
per. This is astonishing in the 
light of your generous support. 
Waste paper is the nation’s No. 1 
critical war material, so essential 
the Army is now preparing to 
salvage what little they can in the 
North African and South Pacific 
combat zones. Therefore, I ap- 
peal to every man, woman and 
child of your city to redouble his 
efforts in the U. S. Victory waste 
paper campaign in cooperation 
with your newspaper.” 

Whereas the amount of salvage- 
able waste paper on farms had 
been estimated as relatively small, 
the report shows that, throughout 
the country, the estimated salvage- 
able waste paper on farms is 1.05 
pounds per person per week, as 
against 1.48 pounds for non-farm 
households and 1.39 for all house- 
holds, 


East Leads Country 


The East, including New Eng- 
land and the Middle Atlantic 
states, leads in total household 
waste paper available, it is shown, 
with an average of 1.65 pounds per 
person per week, followed by the 
Pacific Coast, 1.32 pounds; the 


South, 1.29; Central States, 1.28, 
and the West, from Idaho to 
Texas, 1.27. 


Types of waste paper available 
within these areas, however, vary 
considerably. The East leads by a 
wide margin in newspapers avail- 
able, with 1.02 pounds per person 
per week. But the West slightly 
outranks the East, Pacific Coast 
and Central sections in magazines. 
The West has a small margin over 
the Pacific Coast and the South in 
brown or kraft paper in house- 
holds. The East is first in all other 
types of waste paper. 

Yacific Coast farm families ap- 
parently lead the farmers of the 
nation in “culture,” with .58 
pounds of newspapers and .30 
pounds of magazines available per 
week per person. Farm families of 
the West are second in newspapers 
and of the East in magazines. 

“In general, as the amount of 
income per family rises,’ the re- 
port shows, “the flow of paper 
through the household likewise in- 
creases, but not necessarily in di- 
rect proportion. .. As the size of 
the town increases the average 
flow in pounds per person also 
tends to increase.” 

The report shows “an inventory 
of 850,093 short tons of salvage- 
able waste paper currently in the 
nation’s households. 
flow of such paper... is esti- 
mated at 88,000 short tons per 
week. If a five-week accumulation 
is assumed to be a normal inven- 
tory, then 411,000 short tons could 
be collected immediately from 
present inventory in addition to 
the weekly flow. This represents 
5% of the 8,000,000-ton goal” for 
waste paper from all sources in 
1944. 


Trenner to Weintraub 


Harry Trenner, account execu- 
tive in the sales department of 
Mutual Broadcasting System since 
November, 1942, and previously 
commercial manager of WNBF, 
Binghamton, N. Y., has joined 
William H. Weintraub & Co., New 


York. 


The present | 
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Seagram Drive 
Will Emphasize 
Prewar Quality 


New York, July 13.—In a ne, 
campaign for 5-Crown and 7 
Crown whiskies, Seagram Distil 
lers Corporation will use 600-lin: 
copy in 225 newspapers coverin 
151 markets to emphasize tha 
these brands have not deviate; 
from prewar quality. 

Run in three vertical panels, th 
ad is tied in with war bonds in on, 
panel with the statement “You’r, 
sure when you say ‘War Bonds’, 
and with Sterling silver in anoth« 
panel, headed “You’re sure wh« 
you say ‘Sterling’.” The third and 
largest panel, which carries an j 
lustration of the two products, | 
headed ‘“You’re sure when you sa 
‘Seagram.’ ” 

Warwick & Legler, which han- 
dles the account, said the can 
paign has no bearing on the con 
ing distillers’ holiday and that it 
primary purpose is to revive the 
Seagram slogan which stresses the 
continued maintenance of high 
quality. 


Coate to Organize 
FC&B Foreign Setup 


H. R. Coate, formerly with the 
export division of General Motors 
Corporation, has joined Foote, 
Cone & Belding 
to direct post- 
war foreign ac- 
tivities for the 
agency. He will 
make his head- 
quarters in the 


New York of- 
; fice. 
Mr. Coate, 
with GM 21 
p= years, _ partici- 


pated in  de- 


H. R. Coate development of 
overseas mar- 
kets for Frigidaire and Delco- 


Light farm lighting, and has been 
connected with «ublic relations, 
advertising and sales promotion 
activities on all GM product lines. 
Recently returned from a year in 
Mexico, he will coordinate the 
agency’s operations with the for- 
eign needs of clients, including 
working arrangements with for- 
eign agencies or the establishment 
of foreign offices, as circumstances 
may dictate. 


Sutter Joins BBDO 


Clifford Sutter has joined Bat- 
ten, Barton, Durstine & Osborne, 
New York, as an account execu- 
tive. For the past year Mr. Sut- 
ter has been with OWI in charge 
of all recruiting programs. Previ- 
ously he was with Geyer, Cor- 
nell & Newell and N. W. Ayer & 
Son. 


N. Y. State Names Reel 


Col. Gordon Reel, Kingston 
N. Y., has been appointed aviation 
consultant to the New York state 
department of commerce. 


SHOW YOUR SKILL In Getting Some 
Vital War Message Into Every Piece o! 
Printing. 
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7, 194 { 
. —_ . in retail selling before the| Cartel Question Do the antitrust | postwar manufacture. » » By plat- a 
- war prefer to remain in pro-| laws, because they bar the forma- | ing different metals on plastics, it 
a / | / NC H i ABLI duction employment. » »| tion of cartels, condemn U. S. In- | js possible to protect the plastics 
| £4 50% of those previously | dustry to a desolate future of cut-| from moisture and heat while at 
4 engaged in all other types|throat, profitless competition? | the same time keeping the advan- 
i tee of selling prefer to stay on|’” rb pore pepe for 7 eon at | tages of light weight, low electrical 
-\ | ss . . 
nd 7 factory payrolls. » » Interest a ee saat a rig mae conductivity, and easy fabrication. What type of sales people 
Distil in selling as a career has| .° 08 , poming | , » Some intricate shapes that can- may you hire without 
00-lin it directly, Should the Antitrust ; _Eco 
“ro reached a low ebb. » » The > ; not be formed economically of all- clearing through U.S.E.S.? 
verin if July 15th, 1944 sahdiiae Vaeet sebleieteumaibioas Laws Be Repealed? » » This ques- ; b Pager Betaee: 
a tha electec rom July oth, ‘ p p ’*| tion provides perhaps the most | metal now can be made of plastic, Hew are the utilities 
viate: as to what a salesman is| ... F then metal-plated. » » Plated plas- 
end what be actully doce significant and important of all ti ee heduled £ planning to extend mer- 
‘ls, th Modern Industry Ss me Fas, | ee Sahotea-in-Print. » » Read eS ee eee ae On chandising of postwar 
Pi » » Steve Booke, MI’s Dis- b : active association in the manufac- > 
in o1 ae ; oth sides of the argument on page . : ; appliances? 
You'r. a tribution Editor reports on 109. » » We'll be glad to send you ture of furniture, musical instru- 
onds’, Now It Can Be Told For the first | fresh sources for salespower recruit- the issue containing this debate, or | ™ents. electrical equipment, air- What are Russia's plans 
noth¢ + ne, the teaching-training methods | ment unearthed by approximately 50 sei siete 1 Ohad Satan crops Ste: craft and household fixtures. » » for postwar purchasing in 
Bon - history’s greatest mass instruc- | companies. » » See “How to Find To- To decide where, how and why to this country? 
an .al programs are opened for ob- | morrow’s Salesmen Today” on page| Ah Technology Fast-moving de-| use or not to use plated plastics, * * * 
cts, vation. » » Kirk Earnshaw, MI’s | 41. » » Study the steps management | velopments in the plating of metals | see “Plated Plastics on the Move” 
ou sa justrial Relations Editor toured | must take to stimulate a healthy flow| on plastics promise to open up a| by MI’s Assistant Editor, Anne NOW TURN TO PAGE {9 
Oh (0 miles through Army camps | of desirable young men into sales jobs.| whole new field of products for Gardner on page 38. 
peo i bring the word and picture docu- 
> con ntation of this modern miracle. 
hat it By the end of the war more than 
“2 - . -million men will have received 
high me type of training, and half this 
umber will have acquired or 
polished up on special skills needed 
by industry. » » The army training 
programs are creating the greatest 
number of “foreman-qualified” 
men never before available to 
Foote, 
elding 
post- 
yn ac- 
Ir the 
e will 
head- ? ‘ 
in the American industry. » » But—the 
k of- training methods themselves, ex- 
“3 hibits, mock-ups, working models, 
ts Py slide and motion picture films, 
artici- drawings and diagrams can be cal- 
de- culated to have a far reaching ef- 
nt of fect in their application to the 
> all selling tools of 40-X. » » Sales 
been training programs, consumer and 
tions, industrial extravaganzas of the 
otion peace era, consumer education will 
Lage benefit greatly. » » Even advertis- 
» the ing copy and illustrative tech- 
» for- niques, direct mail and catalog 
uding work will be influenced deeply by 
Bod the known and measured accom- 
ances plishments of the methods used to 
teach the business of war. » » Read 
“Uncle Sam—Industrial Trainer” 
on page 33. 
Bat- 4 
orne. Tomorrow’s Salesforce A recent 
xecu- survey of factory employees has 
Sut- shown that 80% of those engaged 
harge 
= he ut ALIC 
Cor- TRENDS & MATERIALS. How In- eee 
yer & dustry solved ‘'shortages’’ and met 
the stringent demands of the war ma- 


chine for improved materials provided 
ignificant opportunities for the unique 
pictorial and interpretive journalism 

Modern Industry. Up to several 


an Octagonal Service 


5 months ago, the vital subjects of 

a0 Materials and Trends were researched 

ation n the field and reported on by Donald 

state O. Loomis, now an Ensign U.S.N.R. o - , a 

Irthur W. Pearce now makes this P; BLISHERS, as a rule, can be counted (6) Government and Industry in 40-X person, Travel and dig—plus plenty of eye- 
— en oe oe on to say lots of nice things about them- (7) Public policy affecting industry in 40-X witnessing. That's our editorial routine. 
po . ° . ‘ ° 

selves without much outside help. But (8) Industrially significant news of the world And to build a Modern Industry staff-writ- 

= when a reader wows you with a twist that and what it means to U. S. Industry in terms ten article calls for lots of travelling, prac- 
fits snugger than leg makeup. that makes of production, sales, costs, labor. tically a mile a word. 

Some some kind of history. F a 

sce of How Modern Industry's editorial execu- All management levels in the manufactur- 


/3@ ARTHUR W. PEARCE 


Materials Editor 


HIS JOB: The deeply explored, thor- 
oughly reported story of GRS (Gov- 
ernment Rubber, Styrene) telling 
manufacturers who rely on rubber 
or rubber substitutes exactly what 
they may expect (MI-May 15th) typi- 
hes the éditorial versatility of Arthur 
W. Pearce now acting Materials 
Editor. With Modern Industry since 
its swaddling clothes time, Art's 
typewriter has pointed all directions 
like a compass. In our earlier days, 
he reported on Glass, Plastics, 
Metals . . . so his present responsi- 
bility as Materials Editor is not a 
new field for his talents. 

When the pattern of America at 
war was in its formative stages, Art 
covered the bases on how to get con- 
tracts, the story of the War Agencies, 
the transfer to war production and a 
war economy. Nineteen months ago 
(January 1943), well before any 
major publication in the country 
tackled postwar problems, Art 
Pearce presented a series on postwar 
company planning, outlooks for 
various industries, . . later,—on 
postwar price forecasts, timetable 
for reconversion, etc. 


Modern Industry 


It just never occurred to us to describe as 
“octagonal” the whole pattern of service 
Modern Industry provides every month for 
148,000* management men in the leading 
31,500 manufacturing plants. But gosh . . 
that’s just what we are providing. Every 
issue of Modern Industry is “strategized” 
to serve the basic eight fronts on which to- 
morrow’s positions are being plotted right 
now. Every issue furnishes readers with 
triple-checked information on: 

(1) Lowering costs for 40-X 

(2) Planning More Sales for 40-X 

(3) Employer-employee relations in 40-X 

(4) New trends and materials in 40-X 

(5) The economic outlook for 40-X 


Estimated management readers of 50,000 copies 


tion measures up to this unique “octago- 
nal” publishing pattern provides the real 
payoff on the magazine which enjoys the 
widest important readership in the manu- 
facturing industries. 


Common Understanding Opens All Doors 
The target we shoot at: to provide maxi- 
mum information in minimum time, while 
adding enjoyment to essential reading. 
What we shoot with: researched reports 
which are accurate, reliable, responsible. 
... Condensed in non-technical, every-day 
English. . . . 
pictures and charts. 


Presented with story-telling 


Every article is field-researched by Modern 
Industry's staff-editors (17 of them) in 


ing industries comprise the Modern In- 
dustry reading audience . .. the audience 
which right now is preparing a lot of the 
answers to 40-X. 


Let’s see what the July 15th issue 
has for the sales-minded 
[] Uncle Sam—lIndustrial Trainer; 
[] How to Find Tomorrow’s Salesmen 
Today; () The Makings of Postwar 
Foreign Trade Controls; [] Should the 
Antitrust Laws be Repealed? 


Modern Industry 
The Staff-written Magarine of Interpretive Journalian 
347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street « 


ATLANTA 3: 1722 Rhodes-Haverty Building 


LOS ANGELES 14: 103 West 8th Street 
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CED Optimistic 
Over Solution of 
Postwar Problems 


New York, July 14.—An opti- 
mistic attitude toward the postwar 
problems of disposing of govern- 
ment-owned surplus goods and 
war plants is expressed by the 
Committee for Economic Develop- 


ment in a statement on national | 
policy to be issued Sunday by its} Hill Book Company. 
research committee, entitled ‘“‘Post- | 


war Employment and the Liquida- 
tion of War Production.” 

The CED statement is presented 
both as an expression of the views 
of the business men members of 
its research committee, and as a 
summary of the principal conclu- 
sions of a CED research study by 
Prof. A. D. H. Kaplan, dean of the 
school of business administration, 
University of Denver, on leave. 
Dr. Kaplan’s book “The Liquida- 
tion of War Production,” will be 
published Monday by McGraw- 


Government-owned 


surplus 


goods will probably not exceed $60 
billion, at present, CED estimates, 
but three-quarters will be combat 
ordnance, and fully half of the re- 
mainder will be located abroad. 
The remaining $6 or $7 billion, 
only part of which is consumer 
goods, is equivalent in dollar mag- 
nitude to only two months’ normal 
retail sales, says CED. While there 
may be heavy over-supply in spe- 
cial lines, the great bulk of the 
stock can be disposed of without se- 
riously interfering with the read- 
justment of business to peacetime 
production, provided the disposal 


is carefully planned in advance 
and properly timed. 

The committee estimates that 
the government has invested $33 
billion in plants and facilities, of 
which $17.5 billion is in military 
installations. Of the remaining 
$15.5 billion, perhaps ‘half will 
consist of large surplus facilities in 
such lines as shipyards, aircraft, 
aluminum and magnesium, says 
CED, with probably not more than 
$5 billion readily converted into a 
net effective addition to the na- 
tion’s peacetime plant. Since this 
represents only about two years of 


Did jou ever have a pet lamb ? 


*Way back in the Nineteenth Century, Messrs. Currier & Ives recorded in 
immortal picture that boyhood tragedy “Sale of the Pet Lamb.” Few 
country-bred men can look at it today without being stirred. There is 
more to it than nostalgic sentiment: it illustrates somehow the inevita- 


Advertising Age, July 17, | 14 
normal investment in plant expa 4. 
sion, the end of the war will fi, 
us with no over-all excess pla.) 
capacity, apart from the lines me». 
tioned, but rather under-equipp »4 | 
for full peacetime production, , 
argues. 

Proper handling of governme 
plants will constitute, CED says ; 
problem which will call for “a; 
ing business statesmanship.” |; 
will require great ingenuity in t\\. 
conversion of facilities to peac ». 
time use and bold dismantling 
many which cannot be converted 
The problem of the plants whi:} 
can be successfully convert-< 
should be solved preferably 
outright sale to private operat: 
or else by long lease or by exp 
mental “sliding scale leases,” ao- 
cording to circumstances. 

Of a possible $80 to $100 billion 
of uncompleted war contra 
which would be outstanding “if {\,e 
war should end tomorrow,” Crp 
estimates that total claims will not 
exceed a maximum of $10 billion 
and that the area of possible dis- 
pute between contractors and g: 
ernment will not exceed $1.5 b'!- 
lion. Utmost speed in termination 
settlement is essential, it decla: 

Declaring that success of the 
transition will depend “in large 
measure upon the readiness of pri- 
vate economic sectors to sublimate 
their desires for temporary advan- 
tage into the greater satisfaction 
of restoring the economy to a 
healthy and durable economy,” the 
report recommends that the objec- 
tive of surplus disposal be to make 
goods available on the widest pos- 
sible scale, to encourage private 
competitive business, and to co- 
ordinate surplus disposal as wel] 
as plant disposal under a central! 
governmental body, and assure al] 
business—and especially smal! 
business—an equal opportunity to 
secure its share. 

It added that merchantable 
stocks should not be frozen for 
any long periods, and that if nec- 
essary original costs be disre- 
garded, provided that prices are 
not set so low as to give buyers 
an unfair competitive advantage. 

War production should in no 
case be continued merely to pro- 
vide employment, the committee 
says, adding that early decision 
should be made as to which plant 
are to be retained in a stand-by 
role. 

It concludes with the statement 
that ‘‘a test of business patriotisn 
and enlightened selfishness is still 
to come, in the _ willingness 
American business to encourage 
some of its best talent to stay with 
the demobilization job in the serv- 
ice of the government until the 


ao 


reconversion has been’ substan- 
tially accomplished.” 


bility of growing up. Boys become men and have to look after such 
things as corporations, wars and advertising agencies. Little magazines 
grow big—like FARM JOURNAL with more than two and a half million cir- 
culation, kept in check only by paper shortages. 


Hat Men Organize 


The Hat Research Foundation 
has been organized through 
change in the name and office: 
of what was formerly the Hat 
Style Council. The new founda- | 
tion, whose president is Harry | 
McLachlan, president of H. Mce- 
Lachlan & Co., Danbury, Conn., 
will undertake an immediate stucy 
of the hat industry and postw:! 
prospects for manufacturers, su)- 
pliers and retailers. Offices are 
358 Fifth Ave., New York. 


More significantly, this old print suggests the country ties and interest 
which make the FARM JOURNAL so well-loved by its readers. For this maga- 
zine, modern as it is in such things as farming methods and farm home 
appliances, has a long history of friendship. Millions of rural families have 
grown up with it. It is probably as thoroughly read and as influential as 
any periodical ever published. Moreover it is by far the largest of all 


Trimble to F&S&R 


George L. Trimble, for 20 ye: 
with Marschalk & Pratt, Né« 
York, most recently as space a! * 
timebuyer, will join Fuller 
Smith & Ross, New York, Aug. | 
as media director. M. F. Deck: 
who formerly held that positi 
will become a member of: t 
agency’s plans board. 


rural magazines. 


Of the FIRST FOUR 


General Magazines 


ONE 


covers the rural market 


For Post-War Schools’ 
ARCHITECTURAL MEN: 
WILL CONTROL 99% 
For greatest coverage use 


Pencil Points 
the@egezine of Architecture 


) eee JOURNAL 
GRAHAM PATTERSON, Publisher | | : e Wi r 


Washington Square, PHILADELPHIA 5 
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mination ‘ees nothing forced or phoney about this picture. 
of the Actually, factually, it’s the most dramatic way we know of 


ae bri to depict the differences in marketing opportunities that 

ADiimate 

3 cape exist between the upper, middle and lower levels of our 
mi 


et economy. According to the latest available figures, your 


Ty pet Atlas, with the financial strength to support your produc- 
st )S= . . . . . 
gl ae tion and promotion, is the great American middle class 


to co- . . 
as well that, after savings and taxes, makes 60 per cent of this 
central . 
sure all nation’s purchases. 
ly small 
unity to “Truthful. Sincere. More worthwhile 


1antable information in it.”* 
zen for 
if nec- 
_ disre- 
ice@s are * . . . 
easters because they, literally, edit The American Magazine ... 
ntage. ‘ “We ° ‘ ‘ 

in no a grand jury of millions whose verdicts, voiced in our 
to pro- ee . ‘ . 
mmittee continuing studies of reader reaction, determine the 
decision > ‘ . . 
8 plants unique balance we maintain between instructive, con- 
ana-by 


We accent the purchasing power of these middle millions 


a structive articles by authorities, and fine fiction by the 
ment : 

ginger best contemporary authors. 

is stu 

1e€Ss 
courage © 
ay with 
le serv- 
itil the —_ : gigke 
ubstan- America’s middle millions are your best customers. Your 


“The entire magazine just as I am. 


W e often read it aloud to each other.”* 


best customers read The American Magazine. Therefore, 
your happy medium to America’s middle millions is 
ugh 3 The American Magazine. 


re Hat *Quotations from our continuing studies of 


Harry | reader reaction and (letters to our editor. 
i. Mc- | Dad 
Conn., ff 


HE CROWELL-COLLIER PUBLISHING COMPANY 
90 PARK AVENUE NEW YORK 17, N. Y. 


Publishers of Collier’s and Woman's Home Companion 
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Five Catalog 
‘Stores’ Feature 
New Spiegel Book 


Aldens to Try Out 
Television Fashion 
Show in August 


Chicago, July 12.—Visually im- 
pressing its mail order customers 
with the fact that they are deal- 
ing for the first time with “five 
new complete stores,” Spiegel, 
Inc., segregates the merchandise 
offered under five main depart- 
ments in the 1944 fall and winter 


catalog being mailed out this 
week. Each catalog “store” has 
an individual section in the 632- 
page book. 

Mass photographs of merchan- 
dise displayed against typical 
store backgrounds, live and 


| 


dummy models photographed in 
four-color portraits and printed on 
graded stock, are featured in the 
five “store” sections devoted to 
women’s, children’s, men’s, home 
furnishings, and hardware - farm - 
auto supplies. 

Items returned to the catalog 
after omissions during the war-re- 
stricting years include pressure 
cookers, steel fence, poultry net- 
ting, steel Venetian blinds and fur- 
niture with springs. 


Quality Fabrics Shown 


Quality merchandise is offered 
in the women’s store, with such 
fabrics as Mallinson’s, Duplex, 
Juilliard and Pacific, and an ex- 
clusive-by-mail showing of Old 
Master’s lingerie. 

Needs from infancy to ’teen age 
are cared for 
store, while in the men’s 
departure from traditional 
order selling 
Spiegel’s dropping its 
ready-to-wear suits 
made-to-measure 
price ranges. 

A wide 


line 
suits in 


selection of lounge 


ware-farm-auto store emphasis | 


is placed on maintenance and re- 
pair, with offerings of insulation, 
paints, roofing, tileboard, motor 
replacement parts and tools. 
Spiegel, with three catalog or- 
der stores and two specialty dress 
shops now in operation, plans to 
open a children’s store in August, 
and is said to be experimenting 
with different types of retail out- 
lets to meet postwar opportunities. 
Eventually, Spiegel plans to have 
retail counterparts of all five cata- 
log section stores, in addition to 
its nationwide mail order business. 


Aldens Uses Television 


Television will enter the mail 
order field next month when Al- 
dens Chicago Mail Order Com- 
pany, which also issued its fall and 


in the children’s| winter book this week, presents a 

the | fashion show over Station WABD, 
mail| New York. The show, believed to 
is exemplified by| be the first of its kind in mail or- 
of|der history, will be produced by 
in favor of|Richard W. 
two | Television 


Hubbell, editor of 

Review, under super- 

vision of Buchanan & Co. 
Although Aldens specializes in 


chairs and bedspreads is the out-/ soft lines, which are seldom on the 
standing feature of the home fur- | “unavailable” list, in certain cases 
nishings store, and in the hard-|the customer is asked to withhold 


does it-in Philadelphia 


One newspaper, The Philadelphia Evening Bulletin, makes a daily visit 
to the homes of nearly 4 out of 5 Philadelphia families. The Bulletin has 


a circulation of over 600,000, the largest evening newspaper circulation in 


America. The Bulletin is Philadelphia’s leading newspaper — has been 


the leader for 39 consecutive years. It carefully maintains meticulous and 


intimate coverage of the news and service to the reader, in the face of many 
wartime handicaps. These are notable facts that should simplify your 


post-war plans to reach the third largest market in the country. 


In Philadelphia— nearly everybody reads The Bulletin 


orders until Aug. 15. 
fashion wear, 
are a bid to lead the field in this 
department, and in the quality and 
range of its sportswear, dresses, 
millinery and shoes, the catalog is 
superior to those issued by this 
company in the past. 


Expensive Jewelry Offered 


While ceiling controlled prices 
have moved up only slightly in 
some lines, Aldens has added an 
expensive jewelry line, with prices 
as high as $600 on some rings. 
Lower price items are receiving 
the company’s special promotional 
emphasis as the end of the war 
nears. 

To support its higher price mer- 
chandise, the company continues 
to expand its line of nationally 
advertised brands and backs up its 
own brands with its own national 
advertising in such publications as 
Good Housekeeping and Life. In 
addition, catalog promotion of 
brand names, merchandise labels, 
and laboratory testing of mer- 
chandise continues. 

The current catalog, to conserve 
paper and aid postal deliveries, 
has incorporated the Christmas 
book as in the past, and includes 
messages to cooperate in govern- 
ment programs and reminders to 
buy early, fight waste, buy bonds, 
etc. 

Conversion of the company’s 
name to Aldens Chicago Mail Or- 
der Company is stressed with 
mentions throughout the book of 
‘“‘Aldens.”’ 


Drug Sales May 
Hit Peak in ‘48, 


Survey Reveals 


Philadelphia, July 12—Gross 
sales in the drug and chemical in- 
dustry will decrease in 1945 to 
5.8% below those for 1943, assum- 
ing the war in Europe ends in 
1945, according to a survey of 
that industry compiled for the 
postwar planning committee of the 
National Paper Box Manufacturers 
Association, and released here this 
week. After 1945, sales should 
rise to a peak of 18.2% above 1943 
by the end of 1948, the survey re- 
vealed. 

The introduction of many new 
drug products, most of which are 
|/now secret or produced solely for 
war use, should create a strong 
| demand for new and different con- 
'tainers to package pharmaceu- 
ticals, health appliances, germi- 
cides, insecticides and the like, it 
was predicted. 

Turning to the toy, game and 
novelty business, the association’s 
survey foretold a drop in gross 
sales of 2.5% below 1943 in 1945, 
with a peak rise of 22.5% in 1948, 
and a gradual falling off during 
that year to only 12.5% above the 
base year of 1943. 


‘Wilson’ Film Gets 
Record Promotion 

Twentieth Century Fox Film 
Corporation, New York, will spend 


about $500,000 in probably the 
largest campaign ever run for a 


Zanuck’s $5,000,000 production, 
“Wilson,” which will open in New 
York Aug. 1. and in Hollywood 
Aug. 10. 

Newspapers, magazines, outdoor 
and radio spot announcements will 
| be used, with $150,000 already al- 

located for magazines. Kayton- 

| Spiero Company, New York, is the 
; agency. M. H. Hackett Company 
is handling spot announcements in 
New York. 


Anthracite Industries has 


motion picture, to promote Darryl | 


Anthracite Ads Launched | | 


‘aunched a series of 640-line ad- | 


vertisements in about 95 newspa- 
vers from Pennsylvania through- 
jut New England, on the work the 
ndustry and its dealers are doing 
to prevent a critical heating situa- 
tion next winter. N. W. Ayer & 
Son, Philadelphia, is the agency. 


Armstrong Shifts Two 


R. J. Fitzgerald, manager of the | 


Chicago office, glass and closure 


division of Armstrong Cork Com- 
pany, has been appointed manager 
if the New York office. T. J 
Ryan has been named Chicago 
manager. 


i 


Advertising Age, July 17, 1: 
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Women’s ; 
Oe cae ean | CAB Releases First 


Five-Minute Ratings 

Cooperative Analysis of Broa 
casting has released, in its Ju; 
program report, ratings on fiv.. 
minute network programs, to |, 
measured hereafter on a twie 
monthly basis in the new CAB | 
city sample. Johns-Manville C, 
poration’s five times weekly ser} « 
on CBS, featuring Bill Henry, yr. - 
ceived the highest rating with 
8.2, followed by a 4.4 rating | 
“Meaning of the News,” spo - 
sored on CBS by B. F. Goodri: 
Company. Third, with a rating ,; 
3.2, was “The Coronet Story T 
ler,’ heard on the Blue 
Coronet. 


Budd to ‘Good Packagin ;' 


Nelson H. Budd, formerly as; 
ant director of the division 
information, National Canners . 
sociation, and editor of its “Int! 
mation Letter,” has been appoin 
editor of Good Packaging, 
Francisco. He will be succee 
at National Canners Association 
by Walter McDonald, formerly of 
the press section, War Food Ad- 
ministration. 
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advertising... and 


The HAIRE 2-Point Plan makes sense 
in these days of future planning: 


[1] 
[2] 


direct to your buyers 


HELP THEM today, so you 
can sell them tomorrow! 


BUSINESS PAPER 


1170 BROADWAY, NEW YORK T 


ADVERTISE... .as you sell... 
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tom McAvoy, of LIFE’s Washington staff, has a list of dis- 
‘inguished camera portraits that almost parallels the President’s 


»ig-shot date book. 


He has photographed the President more ably and often than 
any other person. And he has portrayed crowded Washington from 
the point of view of the little man standing in line for things and 


sleeping three in a bed. 


McAvoy is a distinguished veteran of a 25-person staff in Wash- 
ington. LIFE’s on-scene reporting from America’s news capital 
typifies the thoroughness and completeness of its firsthand report- 


ing from all over the world. 


Add to ‘hese world-wide resources the way in which LIFE trans- 


lates its findings into its well-liked word and picture reporting, and 


we see one of the big reasons for LIFE’s popularity . . . one of the 
reasons Why NO OTHER MAGAZINE IN HISTORY EVER HAD 
AS MANY READERS EVERY WEEK 


ter Mi. Pe a .t _ Bey 

Tm McAvoy, of LIFE’s Washington staff, takes a picture of Justice Byrnes and “Whiskers” are photographed in their While busy Washington is McAvoy’s headquarters, he oc 

‘ neral Marshall carrying his own lunch tray at an outdoor Washington apartment. McAvoy’s album of capital photo- casionally takes a look at the rest of the world. He has just 

© nteen. Covering Washington for LIFE since it began, graphic subjects also includes Cordell Hull, Alvin Barkley, returned with a raft of pictures made on a 10-day round trip 
‘Avoy has done much with his camera to bring the nation’s Bernard Baruch, Admiral Leahy, Donald Nelson, and the to India, where he was the only press representative 


vital closer to the millions who have never been there. first picture ever taken of the Senate while it was in session. aboard the Air Transport Command's “Fire Ball Express.” 
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Form Barton & Winslow 


Todd Barton, advertising and 
publishing executive recently en- 
gaged in public relations work, 
has organized a public relations 
and labor relations firm through a 
merger with W. A. Winslow Com- 
pany, Philadelphia. Headquarters 
of the company, which will be 
known as Barton & Winslow, will 
be located temporarily at 342 
Madison Ave., New York. 


Building Products 
ARCHITECTURAL MEN 


Pencil Points 


uThe Magazine of Architecture 


Reconversion to 
Civil Goods Gets 
Nearer Reality 


Washington, July 13.—The na- 
tion’s reconversion plans moved 
erratically in a variety of direc- 
tions this week, much like a 
bouncing football, but by today 
there were indications that the 


|reconversion team might recover 


its unity and pick up the ball for 
a reasonably straight advance to- 
ward the goal of production of 
consumer goods. 

After representatives of the 
armed forces had threatened to 
walk off the field because they ob- 
jected to WPB Chairman Donald 
Nelson’s plans for rapid recon- 
version, and War Mobilization Di- 
rector Byrnes had strongly advised 
his players to compose their dif- 
ferences, it was announced that 
three vital steps along the recon- 


version road will be made July 15, 


with a fourth scheduled for Aug. 
15. 

Beginning July 15, WPB will 
(1) lift restrictions on the use of 
aluminum and magnesium; (2) 
permit the construction of experi- 
mental models of civilian goods; 
and (3) authorize the placement 
of orders for machine tools and 
equipment. The clinching fourth 
step, authorizing individual manu- 
facturers with facilities and man- 
power not needed in the war effort 
to begin actual production of civil- 
ian commodities now prohibited 
or restricted, will be held off until 
Aug. 15. 


Want Certain Goods 


In connection with this final 
order, manufacturers given au- 
thority to produce consumer goods 
will be required to give preference 
to 124 groups of civilian merchan- 
dise which WPB considers particu- 
larly important. The list includes 
bicycles, can openers, clothes hang- 
ers, egg beaters, bobby pins, and 
numerous other items which are 
badly needed and are in especially 
short supply. Manufacturers ap- 
plying for release will be required 
to make products of this type if 


they can do so; if they refuse 
WPB field offices will be author- 
ized to deny their applications en- 
tirely. 

Despite release of these WPB 
directives pointing toward recon- 
version, it was emphasized that 
actual production of restricted or 
banned consumer goods in any 
real quantity still is a relatively 
iong way off. 


See New Auto Models 


In the meantime, on the eve of 
an automobile industry session 
with WPB tomorrow to study and 
plan for reconversion, widespread 
reports were circulated that initial 
models off auto production lines 
will not be ‘1942 models,” despite 
the vigorous and oft-repeated as- 
sertions of automobile leaders that 
they will rush to fill up the gap 
in civilian auto ranks with exist- 
ing tools and equipment, rather 
than delay a single day to develop 
innovations. 

Informed sources never believed 
that postwar models would be ex- 
actly the same as 1942 models, but 
assumed that minor changes in 
body and decoration would be 
made so that the first postwar 
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models could be easily differenti- 
ated from their last prewar proto- 
types. Now there are reports thai 
war experience in improving en- 
gines will be put to use immedi- 
ately, and that some basic changes 
in civilian automobile power 
plants can be expected in the firs 
postwar models. In addition, ther; 
are indications that some manu- 
facturers, if not all, will start right 
off with model changes which can 
scarcely be classified as slight. 


Study Many Problems 


Specific problems to be discussed 
at the meeting of automobile in- 
dustry spokesmen with WPB wi! 
include the manufacture of pilo 
and experimental models; procure 
ment of machine tools, jigs, die: 
fixtures and other material fo 
production of a reasonable numbe 
of units; procurement of govern 
ment-owned tools; possible reduc- 
tion of the 90-day time limit fo 
government removal of unwante: 
tools from plants; and allocation t 
the industry of authority to pro 
duce a minimum practical startin 
quantity, permitting economica 
assembly line operation with 
minimum of delay. 


Whitney Names Two 


Alec E. Oakes has been ap- 
pointed business manager of 
American Cookery and Interiors, 
both Whitney publications, New 
York. John B. Dunn, with Conde 
Nast Publications, New York, has 
been named advertising manager 
of American Cookery. 


Meredith Benefits Staff 


Meredith Publishing Company, 
Des Moines, publisher of Better 
Homes & Gardens and Successful 
Farming, has authorized two bene- 
fit plans for its employes, a lump 
sum payment to married service- 
men, with allotments to their 
families, and a health and accident 
insurance plan for all employes. 
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= That strange and perilous trail bordered by the 
hazards of the unknown, rimmed by danger and 
destiny, traversed in life only by the hardy and 
courageous .. . that is the path to glory, the road 


to adventure. 


Today, few men can live adventure, Civilization has set new limitations . . . society has 
established new standards of behavior . . . the struggle for subsistence provides little oppor- 


tunity to live boldly, dangerously. 


cff 4 Yet the eternal craving for adventure is as instinctive as life itself. Within every man is 
apany, §& 

Better | the deep and driving demand for excitement. Some of us drive a little faster . . . or cross 
essful | : 
bene- & against the lights. We experience adventure, most of us, through our reading . . . factually 


rvice- ff from the fortunate few who live it . . . fictionally in tales imagination-born. 


Yes, basically we are all adventure-hungry — and out of that hunger has come a large part 
of that uniquely-American reading habit, the “comics!” The young and the young in heart 
find in the pages of comic magazines tales of derring-do, drama of high courage and invincible 
strength. So basic is their appeal that comic magazines are, today, the most widely-read 


type of publication on American newsstands! 


Here, indeed, is pure adventure; Superman using his irresistable power to avert disaster, to 
protect the weak, to conquer evil; Batman solving baffling mysteries with a potent combina- 
tion of brains and brawn; Wonder Woman lending her intriguing strategy to the great 


struggle against our enemies. 


Adventure . . . together with that other fundamental human appeal, Humor . . . is an 


important part of the balanced editorial fare of the twenty-one comic magazines that comprise 


. Buffal ’ _ ~ ‘ ‘ P 
ncinnati the National Comics Group. Evidence of the success with which these magazines meet the 
. Duluth 
..Fa 
inapolis 
amazoo , A ; : 
wo a circulation of more than 10,000,000 copies per issue .. . about a third of the entire comic 
t. Paul ‘ ofbe 
-Peoris magazine field! Here, in truth, is adventure for the multi-millions! 

° oulr 


yracuse The symbol shown above appears on the cover of all 


basic need for adventure in entertainment is the fact that the National) Comics Group has 


Moines the Magazines of the National Comics Group Through 
v nr “Ty ay scheme o 
andoal INCIDENTALLY, THE Nationa Comics Grove Is THe Larcest Unir oe bi alain etd 

a long and intensive program of public education, it has 


Itimor: ; . Or Newsstanp Circutation IN THE Macazine Fiecp 
ariesto! 
plumbis 


Relel ! and young people alike welcome the high standards for 
oanok« 


vei The Nationa | inion 


na Cit 
.- Tuls: 


‘ e 4 
con 1 (‘omics Ciroup \MERICA’S FAVORITE COMIC MAGAZIN! 


come to identify the finest of comic magazines. Adults 


ortian: 
rancisc 
.Seatt! 
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ACTION MORE FUN BOY COMMANDOS 
Represented Nationally by ADVENTURE SENSATION COMIC CAVALCADE Ps 
RICHARD A. FELDON € CO., 420 Lexington Avenue, N. Y. C. ALL AMERICAN DETECTIVE MUTT AND JEFF 8 


. Inc ALL FLASH FLASH STAR SPANGLED 
tative 


ALL FUNNY FUNNY STUFI GREEN LANTERN 


clin 687 ALL STAR SUPERMAN WONDER WOMAN : = 
” 6-408 ~d , . , . ~ _ , . Fg 
ele 6687 BATMAN LEADING WORLD S FINEST 

tter 4959 

nite 36! 
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Judge Withholds 
Decision in Mail 
Ban on ‘Esquire’ 


Washington, July 18..— Federal 
Judge T. Whitfield Davidson yes- 
terday took under advisement Es- 
quire’s request for an injunction 
to prevent the Post Office Depart- 
ment from depriving the maga- 


|of publications holding 


zine of its second class mailing 
privileges, after several days of 
hearings in which Post Office of- 
ficials hinted strongly that if the 
Esquire ban is upheld, numerous 


other publications will lose their | 


second class mail privileges. 
Bruce Bromley, counsel for Es- 
quire, won the right to introduce 


|'sented before Post Office hearings, 


and showed examples of editorial 
and pictorial material from scores 


class privileges which he asserted 
were unquestionably in worse 


printed, and also produced numer- 
ous statements declaring that the 


magazine is primarily devoted to| 


public enlightenment. 
Sees Dangerous Precedent 


At one point Mr. Bromley as- | 


serted that Postmaster General | 
| Walker’s 
new evidence not previously pre- 


assertion that second 


class rates are reserved for pub-| 


|lications “in the public interest’ | 


is dangerous, and that “if the Post- | 


|}dent or armed forces were not in| 
'the public interest, he could re- 


|master thought that comments | 
second | about our President or Vice-Presi- 


mails.” The authority of the Post- 
master General, he said, is in the 
classification of mail into four 
classes, ‘without regard to the 
character of that mail, whether it 
be good or bad, or contribute to 
the public good or is detrimental 
to the public good.” 

Justice Davidson commented: 
“Thomas Jefferson, a great ex- 
ponent of public education, looked 
upon it as an insurance policy for 
our democratic existence, to pre- 


| pare the voter to exercise his fran- 


chise intelligently so that freedom 


'shall not perish from the earth. 
taste than anything Esquire had'strict the publication from the/If it be true that second class mail 


This, gentlemen, is the Giant Tuna, 
one of the top big game fishes. In 
his pursuit you'll find kings of in- 
dustry and business, active men, with 
means to pursue the hobby of their 
choice. Outdoor recreation—fishing 
and hunting—is the overwhelming 
choice of active men of means. 


Outdoor recreation is big busi- 
ness. This is no minnow market. 
See that reel? It cost nearer five 
hundred dollars than three. That 
big game rod? If there was any 
change left out of a hundred dol- 
lars, it wasn’t much! Why, the line 
alone spoiled a fifty dollar bill. 


As for the boat and complemen- 
tary equipment—that’s even a big- 
ger story. Outdoor recreation 
reaches into many fields, many in- 
dustries. Motors, gas and oil, cloth- 
ing, foods and beverages, travel, 
optical equipment—far too many 
to detail here. It’s a BIG market. 
And it will grow even bigger when 
10- to 12-million boys are mustered 
out of service into civilian life. 


The key to this market is Field & 
Stream. You'll find a dozen issues 
in the cabin of the tuna boat; you'll 
find well-worn copies in the wait- 
ing rooms of professional men; 


ieldv V 
“¥” Stream fe lm 


you'll find it on the executive’s 
desk; AND you'll find it in train- 
ing camps, on shipboard, in remote 
outposts, where boys are shaping 
their plans for homecoming. 


Field & Stream is helping to shape 
the post-war plans of all these ac- 
tive men. It will guide their post- 
war purchases to an unbelievable 
extent. 


FIELD & STREAM PUBLISHING CO. 
515 Madison Avenue, New York City 22 


Field & Stream’s “Big Fish Contest”—now 
in its 33rd year—is the angler’s ““champion- 
ship event.” Records are made and broken 
repeatedly from year to year in this Contest 
—to the intense interest of millions of anglers. 


Over 300,000 of the cream of American 

sportsmen— a richly responsive group—en- 

thusiastically follow Field & Stream—read 
it with religious zeal and thoroughness. 


Among sportsmen’s magazines, Field & 
Stream has been the number one selection 
of advertisers for 33 years straight— every 
’ 
vear. 


Advertising Age, July 17, 194 


| distribution is to contribute to th 
|education of the people of th 
|land, could one of the purposes 
Congress have been, in giving a; 
advantageous rate, to place 
bonus on dissemination for educa 
|tional purposes? Might it not b 
the duty of Congress or the Post 
master General to see that th 
literature for which the countr 
pays a bonus is literature of ; 
desirable character? There js 
line of demarcation, though it ma 
grow dim, between the Postmaste 
General’s power as classifier an 
power of censor.” 


Calls Power Limited 


Said Mr. Bromley: “His classi 
fication power ends with identi 
fication of mail. The moment h 
steps into the realm where h: 
passes on the contents of that mai! 
he has crossed that line. If h 
thinks the articles we print ar 
bad ideas, the people of this na 
tion should be the judge. If it’ 
bad, it will disappear because thx 
public doesn’t like it, not becaus: 
Mr. Walker is afraid to let peopl 
make up their own minds,” 

Ifthe suit is finally decided in 
favor of the Post Office, Esquir 
will owe the government the dif- 
ference between second and third 
class mail rates on all copie; 
mailed since February, 1944. The 
annual difference in rates for Es- 
quire is estimated at about $500,- 
000. 


WENT to CBS 


Station WENT, Gloversville, 
N. Y., operating on 1340 kilocycles, 
250 watts, joined CBS July 1 as a 
special supplementary station, 
| bringing the total of CBS affiliates 


| to 146. 


'WBTA Joins Mutual 
WBTA, Batavia, N. Y., operating 
|full time on 250 watts, 1490 kilo- 
cycles, joined Mutual Broadcast- 
ing System, July 16, bringing that 
network’s total to 227 outlets. 


PROOF 


OF RESULTS 
FROM RICHMOND'S 


WRNL 


Here is a result story 
that speaks for itself: 


* 70.85, OF THE NATIONAL 
ADVERTISERS ON THIS STA- 
TION ARE RENEWALS. 


* 


88°/, OF THE LOCAL ADVER- 
TISERS ON THIS STATION 
ARE RENEWALS. 


Advertisers don’t renew 

contracts unless the me- 

dium they use “pays 
off” in results. 


IN 
RICHMOND 
VIRGINIA 


IT'S 
N 


NIGHT’ DAY 910 KC 


EDWARD PETRY & CONC. NATIONAL REPRESENTATIVE 
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_ Sometimes news of great importance 
breaks fast. Of equal importance to the 


_ news itself is its meaning and significance. 


The news of national affairs as spot- 
analyzed in The United States News, 


covers the complete Washington work- Every week and week after week the um 


portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp. concise. 


week, Monday to Friday. Edited and 


* 


. . The United States News is ie = . . . 
weekly which I have read re-edited up to Friday night, it is sped 
ularly for several years. This 
the quickest way 1. have found 
keep myself completely and 


ceeheis adeeeed ak Sk eer over the week-end to subscribers from 


ortant developments, espe- 


lly those that may have a far 


ching ers upon civilian coast to coast for Monday delivery. This 


iness. 


C. Carter, Vice President j 7 
ULATION DIVISION 


EAGLE-PICHER SALES COMPANY means news that’s current and meaningful. 30 seectaiidin hone. New York a N.Y 
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The Reconversion Program 


It is not difficult to understand 
why military men are opposed to 
the program of the War Produc- 
tion Board to permit reconversion 
to civilian production as rapidly 
as materials and labor become 
available. With the toughest part 
of the war ahead, those responsi- 
ble for the success of our cam- 
paigns on all fronts naturally 
want war production to be the 
main consideration until victory is 
finally won. 

WPB’s program, which is in line 
with the sentiment of most busi- 
ness men, is based on the fact that 
the needs of the military machine, 
while increasing in some impor- 
tant particulars, have been declin- 
ing in others, so that in many 
localities there is a surplus of 
labor, while many materials here- 
tofore critical have become plenti- 
ful enough to justify a limited di- 
version to civilian use. To main- 
tain employment and prevent 
serious dislocations, civilian manu- 
facture should be authorized as a 
means of absorbing our surpluses 
of both materials and manpower. 

This is the program which we 
have promoted for many months, 
ever since the effect of cancella- 
tions and cutbacks of war con- 
tracts began to make themselves 
felt. We have agreed with the 
thinking of Donald Nelson, WPB 


chairman, that while military re- 
quirements must always come first, 
the opportunity to reconvert should 
be seized wherever and whenever 
possible without conflict with the 
requirements of the war. Some- 
thing has already been done along 
this line, and we believe that much 
more can be done. 

The great advantage 
gradual reconversion of our war 
production facilities, rather than 
attempting to do the job all at once, 
is that the former program will 
mean a much more satisfactory 
situation from the standpoint of 
employment. If we attempt to hold 
up needed civilian production until 
the war is over, we may have a 
dangerous situation due to the 
sudden cessation of war production 
and the consequent loss of em- 
ployment by millions of workers. 
The end of the European phase of 
the war would immediately re- 
duce war production 50%. 

Many kinds of essential civilian 
equipment are rapidly wearing 
out, and furthermore our vital mo- 
tor transportation facilities are 
being used up at an increasingly 
faster pace. The sooner we can 
use some of our surplus facilities 
and materials to strengthen our 
civilian economy, the easier we 
shall make the final transition 
from war to peace. 


What the Public Thinks 


of a 


The decision of the Association; nomic organization is not in 
of National Advertisers to place its} danger of radical change. But to 
public opinion studies on a con-|supply the type of leadership 


tinuing basis, under the able lead-| which the public expects, business 
ership of Charles C. Carr, adver-| must know at all times what the 
tising manager of the Aluminum] public thinks — about the policies 
Company of America, is not only| and conduct of business, as well 
wise, but significant of the chang-| as about its products and services. 
ing problems of business. Now Public relations activities, ex- 
that business has been shown to be} pressed through advertising, must 
out of the dog house, its be based on adequate and continu- 
nificent record of war production] ous knowledge of public opinion. 
having renewed public faith in its} No matter how open-minded you 


mag- 


“Will madame 


go another half a buck?” 


Esquire, July 1944 


Copyright, 1944, by Esquire, Inc. 


Persian Gold 

One of ADVERTISING AGE’s for- 
mer salesmen (beaver-busy now 
avoiding prospects who try to 
force orders on him) successfully 
dodged a contract-giver in Chat- 
tanooga a couple of weeks ago by 
dashing into a local haberdashery 
entrance. With his back carefully 
turned to the street so that the 
order-giver would not recognize 
him, he peered with feigned fasci- 
nation into the window, until his 
eye hit on a display of Gold of 
Persia ties, and then his feigned 
fascination became real. Here 
were ties offered the unsuspecting 
citizens of Chattanooga at $50 
each, complete with explanation: 

“It took 150 years to perfect this 
tie. 

“Its rare brocade comes from 
the other side of the world. Its 
threads are plated with pure gold. 

“The secret of its weave has 
been tenderly guarded by the Ter- 
ziz family, from the cultivation of 
the silk worm, the making of the 
dyes, to the hand loom and every 
method of weaving. 

“Added to this experience of 
centuries it still required research 
and experimentation to develop a 
new design. A week is necessary 
to weave a yard of certain master- 
piece brocades. 

“The unique Terziz design crys- 
tallized the flower of Persian art 
and symbolizes the richness of life. 

“At last a gentleman finds 
worthy expression of his love for 
color and quality in his most im- 
portant accessory—his necktie. 

“Gold of Persia’ illumines life 


—wear it as a jewel—treasure it 
as an heirloom. 
“A Ben Pulitzer creation.” 


Our ex-salesman says he didn’t | 
'buy one, although his expense 
account bulged slightly in the | H 


ability to meet national emergen-| may be, it is impossible for any-| 
cie it is highly important that} one to keep abreast of changing 
business policies and _ activities | currents of public thought without 
continue to rest on detailed knowl-| facilities for recording it. That 
edge of public attitudes and par-|is the important assignment which 
ticularly of situations which may lithe Association of National Adver- | 
result in public criticism | tisers has accepted, and the execu- | 

The competitive system of free| tion of which should be helpful to 
enterprise, it | been shown by|every business and every citizen 

r lot study made by the ANA,| whp believes in the fundamental 
is sing in public esteem. The] soundness of the traditional 
nation looks to business for lead- | American system of individual op- 
ership, and if that leadership can/| portunity and competitive enter- 
be successfully supgtied, our eco-| prise 


wrong places, so we can’t tell you | 
| 


more about it. 
Proper Proportions 

Harold F. Clark of Motion Pic-| 
ture Advertising Service Company 
sends your Ad-libber a letter from | 
S/Sgt. Chad Chadwick in Italy 
which voices a complaint which 
has been heard before, but which 


| WOR 


| the National 


;or 


can well stand reiteration. 


“Tell 
some of those guys that are mak- 
ing copy that there are about 
10,000,000 enlisted men and only 
about 500,000 officers in this army 
—and yet a lot of these companies 
show an officer in all their ads. 
And we see red,” he says. 


Jottings 

Americans still have a “whole- 
some confidence in_ individual 
enterprise” if 750,000 persons want 
to go into the retail business. At 
least that was the desire they 
expressed in a recent nationwide 
survey by a large manufacturing 
concern, which Howard Korman, 
president of the Direct Mail Ad- 
vertising Association, used as a 
lead-off in his talk before the 
New England Advertising Confer- 
ence explaining how direct mail 
can save manufacturers’ time in 
the wild rush for consumer goods 
after the war... 

Also postwar, when the paper 
container manufacturers and the 
aviation industry have coordinated 
their efforts, we can eat passion 
fruit fresh from Australia for 
breakfast, or sapodillas and gra- 
nadillas for lunch, according to 
Ida Bailey Allen, food and nutri- 
tion expert, who also visualizes 
American tables groaning with 
other delectables from far lands 
“at present unfamiliar,” including 
tamarinds, cocoa plums, egg fruit, 
mangosteens... 

Three newscasters from WOR, 
New York, are spending all spare 
moments at the newsreel theaters 
these days, bringing along the wife 
and kiddies, too. . . Look chose the 


studios and personnel to 
recreate the handling of the inva-| 
sion “flash,” for ““World Spotlight” | 
newsreel, showing currently. Tro| 

arper, Whitford Carter and John 
Thornton are the trio. 

The various member bureaus of 
Association of Better 
Business Bureaus reported a total 
of 545,415 inquiries and complaints 
during 1943, and referred 1,781 | 
cases to the authorities. ted 
ing the year the bureaus read 
scanned 1,899,167 advertise- 
ments. .. 
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The following documents ma: 
be secured without charge fro; 


companies sponsoring them, o 
through ADVERTISING AGE, by an, 
national advertiser or advertisin; 
agency executive writing on hi 
business letterhead. 


No. 2369. Indiana’s Second Larg 
est Retail Market. 

In this folder, the Fort Wayn 
News - Sentinel reports on in 
creased employment and high 
wages in its area, and gives th 
figures on increases in retail sale 
1939-1941. The inside spread con 
tains a map of the Fort Wayne cit 
zone as specified by the ABC, 
along with the story on the News 
Sentinel’s home coverage. 


No. 2370. Composite of Business 
and Industrial Advertisers. 


The trend of business and in- 
dustrial advertising is indicated in 
this collection of advertising mes 
sages carried by the Wall Street 
Journal during the month of April. 
A graph on the inside front cover 
of this composite edition shows 
the Journal’s circulation by states, 
compared with industrial employ- 
ment, and the piece includes some 
highlights on the paper’s back- 
ground. 


No. 2371. “I See Business Coming 
Back to Boston.” 


The Boston Post has issued this 
brochure, which reports that in 
1943 the average Boston depart- 
ment store made a better showing 
in percentage of gains or losses in 
total net sales than did the aver- 
age New England department 
store located outside Boston, and 
that the same is true of the first 
four months of *44. The brochure 
provides a year-by-year summary 
for 1936-1943, and a month-by- 


month summary covering 1939- 
1943. 
No. 2372. Most of the Listeners, 


Most of the Time. 


Station KMOa«, St. Louis, has 
issued this report on a C. E. 
Hooper survey of listening habits, 
covering 108 weekly broadcast 
periods for fall and winter, 1943- 
44. 


No. 2373. Facts About the Stand- 
ard’s Circulation. 


This circulation analysis, issued 
by The Standard, Montreal, Can., 
contains a record of the news- 
paper’s circulation by province, in 
cities and towns of 2,500 and over, 
and in the Quebec-Maritime mar- 
ket, taken from ABC records. 


No. 2374. We Can Take It and We 
Can Give It. 


“Teacher to pupil to home” is 
the play that scores results, ac- 
cording to this folder, in which 
The Grade Teacher shows how it 
is done by numerous advertisers 
who use the publication’s pages 
Several examples of educational 
copy are shown, as well as some 
straight consumer copy. 


No. 2342. The Significant People 

Termed a report on the “Nosey’ 
survey of Newsweek families, this 
brochure details facts assembled 
after ““Nosey” visited 50,000 News- 
week families by mail and drew a 
14% response. Results of the 
filled-in questionnaires were tabu- 
lated by Fact Finders Associates 
Inc. 


No. 2343. Textiles—Consumer 
Panel Report. 


This 56-page booklet summar- 
izes consumers’ experiences with 
their textile and clothing pur- 
|chases as revealed in a survey 
completed by the product use and 
development division of Good 
Housekeeping. 
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TELEVISION 


f all the post-war developments 
promised by progress in the art 
and science of radio, TELEVISION pre- 
sents the greatest challenge and the 
greatest opportunity. 


It is a challenge which can be met 
only by the co-operation of Govern- 
ment, broadcasters, and the radio 
manufacturing industry. 


War interrupted development of 
television as a commercial service. 
Of necessity, men and materials were 
diverted to the war effort and must 
continue to be so diverted until vic- 
tory has been achieved. 


Better Service to Public 
The policy of the National Broad- 


casting Company always has been, and 
will continue to be, to foster and en- 
courage any developments in the broad- 
casting field which promise better serv- 
ice to the public. 


In respect to television, it is the 
policy of NBC to contribute to the 
utmost towards the earliest possible de- 
velopment of television as a national 
service and industry. 


A deep and firm foundation for the 
ultimate television achievement al- 
ready has been laid. For the past 15 
vears the National Broadcasting Com- 
pany has actively pioneered in the de- 
velopment of television service. 


Television Since 1931 


NBC was granted the first commer- 
cial television license issued by the 
FCC, and began commercial opera- 
tions on the day the license was granted, 
using the New York Empire State 
Building transmitter which NBC had 
been operating experimentally since 


1931. 


Currently we are maintaining a lim- 


lational 


and 


ited schedule of weekly television 
broadcasting, including films, outside 
pick-ups of sports events, and telecasts 
from our recently reconditioned live 
talent television studio in Radio City, 
New York. Our program schedule will 
be expanded as rapidly as war condi- 
tions permit. 


NBC Sound Broadcasting 
to be Continued 


Because of its extensive coverage 
and accepted type of highly developed 
program service, there is no foreseeable 
period when sound broadcasting will 
become unnecessary. NBC will con- 
tinue to maintain its sound broadcast- 
ing services at the highest peak of 
technical entertainment and educa- 
tional excellence. 


Radio now is virtually an around- 
the-clock service. Even when television 
becomes universally available, there 
will be times when the radio audience 
will be predominantly listeners rather 
than viewers. 


New Dimension for Radio 


Television is the capstone of the 
radio structure. It adds a new dimen- 
sion to radio. So you can logically ex- 
pect NBC, as America’s Number One 
Network, to bring you the finest tele- 
vision programs just as you look to 
NBC today for the finest in sound radio. 


NBC is committed to a policy of 
close co-operation with the Govern- 
ment and other members of the industry 
in the efforts to secure the best practical 
standards of operation for a commercial 
television broadcasting system. 


In developing a basis for an eventual 
television network, the National 
Broadcasting Company will co-operate 
in every way with the owners and oper- 
ators of the stations affiliated with its 
network. 


Sroadcasting Company 


America’s No. 1 Network i s 


NBC 


NBC Prepares for Expansion 


In preparation for the expected ex- 
pansion of television services in the 
post-war period, NBC will continue to 
tap new sources of program material 
and talent, develop new program tech- 
niques, transmit outside pick-ups of 
sports and other spot news events, tele- 
cast more live talent programs and 
continue research and development in 
all phases of television. 


When materials become available, 
NBC will construct a television station 
in Washington, D.C. To establish the 
anchor points of a television system, 
NBC has also filed application with the 
FCC for construction permits for tele- 
vision stations in Chicago, Cleveland, 
Los Angeles, where N BC already main- 
tains a programming organization and 
studio facilities. 


A nationwide network will not spring 
up overnight, but must proceed as a 
logical development. Such a develop- 
ment, as we see it, will develop first 
by the establishment of regional net- 
works which will gradually stretch out 
over wider areas, and finally become 
linked together. 


Moderate-priced Television Sets 


Despite the problems and risks which 
confront the radio industry, NBC be- 
lieves that television service should be 
brought as soon as possible into every 
home, and that this is and should re- 
main the task of private enterprise. 


While NBC is leading the way in 
development of network television, the 
radio manufacturing industry will be 
busy building the finest television 
broadcast equipment and_ television 
receivers at moderate prices. 


Through this unity of effort, you can 
count on NBC to meet the challe nge 
and the opportunity which television 
presents. 
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A Service of Radio 
Corporation of America 
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14 
Named Midwest Mgr. 


The Reporter Publications has 
appointed Saul I. Silverman, for- 
mer vice-president of Department 
Store Selling, as western manager 
of its new Chicago office in the 
Merchandise Mart. 


¢ ¢ © the source of daily 
business news ... the pref- 
erence of management men 
© © © jn the greatest indus- 
trial area—thecentral west. 


Insurance Admen 
See Farmers as 
Big Policy Market 


Chicago, July 11.—The Ameri- 
|can farmer, today more prosper- 
|ous than ever before, and destined 


‘to play an increasingly profitable | 


|role in the postwar era, is a per- 
‘fect prospect for a larger life in- 
| surance policy, Donald O. Ross, 
|merchandising manager of Suc- 
|cessful Farming, told the Life In- 
|surance Advertising Association’s 
) north central roundtable yester- 
;day at the opening day’s session 
|of a two-day meeting. 

Saying that “Uncle Sam’s trump 
‘card at the peace table will be 


food,” and that this would insure 


‘remain in “the biggest business 
{enterprise in America,’ Mr. Ross 
‘urged the insurance men to sell 
“the forgotten men in the life in- 
/surance field” policies commen- 
|surate with their wealth. He said 
\that farmers’ bank deposits have 
'doubled since March, 1940. 

Farm incomes have increased 
more rapidly than on-farm in- 
come, he pointed out, adding that 
“for every $100 the non-farmer got 
in 1940, his income in 1942 rose to 
$141, but for every $100 in income 
the farmer had in 1940, he re- 
ceived $219 in 1942.” 


Suggests Retirement Theme 

To emphasize the neglect of the 
farmer by the insurance field, Mr. 
Ross asserted that not more than 
5% of the life insurance adver- 
tising dollar in the past had been 
devoted to this market, “the big- 


gest of employed income earning 


| prospects.” 
‘them of policyholders who would | copy 


Among advertising 
ideas, he suggested for 
|direct mail, newspaper, maga- 
|zine and radio advertising, was 
la “retire on the farm” plan 


| farmer, 
ties, holding a $1,000 policy, and 
his unmarried, unburdened soldier 
son, who has been issued a $10,000 
policy by the government. 

R. K. Lindsley, manager of 
KFBI, Wichita, Kan., owned and 
operated by Farmers & Bankers 
Life Insurance Company, of which 
he is publicity director, in a talk 
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WAR 


and a comparison between the) 
with many _ responsibili- | 


by chong something for he owe thon 


cam Caand Pow Secourm needs quale 


This Invasion means Liberation! 


on “Reaching the Farmer with} 
Radio” said: “The farmer has| 
come to be radio’s most rabid | 
listener. He necessarily relies on 
it far more than on any publica- 
tion. Our company has proved its 
successful use with early morning 
programs, guest farmer appear- 
ances and sound truck utilization 
at community gatherings.” 


Albert F. Randolph, sales pro- 
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To SAVE IS 10 


There are 60 pages of stimulation and helpful guidance | 
in this BALL BLUE BOOK, designed to help homemakers 
CONSERVE FOOD. Booklets and folders offer advertis- 
ers an ideal opportunity to guide Americans in essential 
wartime activities and impending postwar adjustments. 


| 
} 
| 


} 
| 


Buy Another War Bond--Sock It Away! 


NATIONALLY FAMOUS 


PIES and CAKES 


Xe your Favorite Restaurant 


Rionne Memerns 


TRIPLE-BARRELLED — Boston Strause 
Inc., baker, accomplished several ob 
jectives with this realistic ad, run re 
cently in the Baltimore Sun, throug} 
Leon S. Golnick & Associates. It stim 
ulated war bond sales, helped Balti 
more reach its blood donor quota, and 
won enlistments for the Coast Guard. 


motion department, Penn Mutua! 
Life, speaking on “Our Job as 
Merchandisers of Direct Mail,’ 
emphasized that the sole job oj 
direct mail in the life insurance 
business is to sell, and that the 
name of the agent should be ap- 
propriately played up to assure 
success in the medium. 


Sales Aids Needed 


John S. Murphy, of the Todd 
Agency, Northwestern Mutua! 
Life, told LAA members _ that 
“high class, well organized sales 


ideas and sales literature to take 
ito his prospects” is the greatest 
need of the field representative 
from his home office and advertis- 
‘ing sales promotion department. 
|He said there should be “close: 
coordination and exchange of 
| views between sales promotion de- 
|partments and district managers 
|and supervisors in the field who 
|are in constant touch with actual 
|sales problems.” 

| Bart Leiper, of Provident Life 
|& Accident and national president 
|of the association, announced that 
ithe LAA national convention 
| would be held Oct. 16-18 at the 
| Hotel Pennsylvania, New York 
City. 


Joins Quaker Oats 

_ James L, Spangenberg, formerly 
of the commercial research staff of 
|RCA Victor division, Radio Cor- 
poration of America, has joined 
|the advertising and marketing re- 


NERVE 


search division of Quaker 
Company, Chicago. 


Oats 


Closes Sept. 15th 


Briefalog your line in the 194 
Electrical Buyers Reference to as 
sure reaching those men who plan, 
specify, requisition electrical and 
allied products. Saves a_ costly 
catalog; usage proved. Ask nearest 
McGraw-Hill office about 1945 
edition closing Sept. 15th. 


They reach for 


A McGRAW-HILL 
PUBLICATION 
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In The Heart Of The Wards 


The Oliver Cromwell Literary, Ski Ball & 
Forensic Society meets regularly in Tim 
Odell’s Bar & Grill. Though somewhat 
loosely organized. the club conducts its 
evening caucuses under strict tavern parlia- 


mentary procedure. 


This means that the member who paid for 
the last round is entitled to sound off with- 
out interruption until he indicates his wil- 
lingness to yield the floor by lifting his glass. 


Last Thursday night, Bill Purvis, the ad man, 
having grabbed a $2.35 tab, exercised this 
privilege, delivering an impassioned pro- 
nouncement covering the perfection of his 
political party’s platform and the unbeatable 
vote-getting strength of his party’s candidate. 


Chick Curry, County Tax Commissioner and 
political party captain of the Eleventh Pre- 
cinct, heard Bill out, as was his duty, but 
stepped into the discussion the instant Purvis 
started nibbling on the pineapple slice from 


his Planter’s Punch. 


“It is all very pretty to talk about platforms 
and candidates”, said Chick, “and I have no 
doubt that both planks and personalities will 
have much to do with the final results. But, 
let me tell you, lad, that it will be wise for 
you to study the relative strengths of the local 


political set-ups of the competing parties be- 


fore investing any sizeable funds in election 
bets. 


“The job of selling Candidate Whoozis to the 
public isn’t a great deal unlike the job of 
selling Wheaties. First of all, you have a 
product, the candidate, who comes to market 
packaged in a party platform. 


“Next you have a big national ad campaign 
which uses the radio, the magazines, the 
newspapers, billboards and direct-by-mail to 
sell the product. 


“Then you have a head office sales force— 
the National Committee—directing the cam- 


paign. 


“Finally, down deep in the precints, right in 
the heart of the wards, you have the little 
machine politicians — the local boys whose 
job it is to get the vote out—to close the sales. 


“They're the men who translate glittering 
general promises into specific personal 
pledges for friends and neighbors. They're 
the guys who make Mrs. Murphy see that the 
candidate, when he says “We intend to bring 


this frightful holocaust to a rapid and satis- 
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factory conclusion’, really means “We're gonna 
quick’. 


bring your Johnny home 


“Furthermore, it’s the boys in the wards who 
see to it that political sales, once made, don’t 
die on the vine. They make sure, personally 
sure, that every man and woman who thinks 
their way pulls an election booth lever. 


“You don’t hear much about these little fel- 
lows, but take it from a practical politician, 
they’re the ones who win elections—they’re 
the President makers—and don’t forget it. 


“This probably is old stuff to you, Purvis, 
since you're an advertising man and undoubt- 
edly see to it that every time you start a 
campaign you have the wholehearted fighting 
support of local distributors—druggists 

grocers—merchants—behind you to close the 
sales your national campaigns make. “Tis 
probable that you’re far more skilled than 
politicians in following through—deep into 


the precinets—way down into the wards”. 


And Bill Purvis, who never fathered a fight- 
ing trade paper promotion in his advertising 
life. had the unmitigated gall to nod his head 


and say, “Yes indeed, Chick, yes indeed”. 


Whereupon Tim Odell, practical man that he 
is, made the best speech of the evening. 
“Gentlemen,” said Tim, “what is your pleas- 


ure? This round is on the house.” 
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National Can Appoints 


National Can Corporation, New 
York, has appointed Doyle, Kitchen 
& McCormick, New York, to 
handle advertising, effective Oct. 
1. O. E. G. Snow will be account 
executive. 


Wiley Agency Named 
West Side Iron Works, New 
York, has appointed Walter W. 
Wiley Advertising, New York. Fall 
advertising will include news- 
papers and business publications. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


SIGNS OF LONG LIFE 


by A 


StGm CO. Lima, OHIO 


Sunday ‘Tribune’ 
Split Insertions 
Help Save Paper 


Chicago, July 11.—To help effect 
a 50% paper saving during July, 
the Chicago Sunday Tribune has 
adopted a split run for classified 
advertising, including each ad in 
every other copy of each Tribune 
run. 

The move makes possible the 
handling of from 20,000 to 30,000 
separate insertions each week, and 
according to W. R. Blend, the 
Tribune’s classified manager, will 
equal a 16% cut for a_ three- 
months period, allowing the news- 
paper to resume full printing by 
Aug. 1. 

Under the present plan, inser- 
tions are placed in separate forms 
and the stereotype of each is at- 


tached to opposite sides of the 
printing cylinder. Since last May, 
all Tribune classified insertions 
have been limited to city and su- 
burban editions. 


Promote Eastern Run 


Eastern Air Lines, through 
Campbell-Ewald Company, New 
York, has launched a series fea- 
turing its new service from New 
York to St. Louis, using news- 
papers in these two cities and in 
Baltimore, Washington, Louisville 
and Evansville, Ind. 


Romaine Advanced 


J. Davis Romaine, formerly on 
the advertising staff of the Syra- 
cuse Post-Standard, and for the 
past year manager of the Syracuse 
office of the New York state De- 
partment of Commerce, has been 
named assistant publicity director 
of the department at Albany. 


All Vitalis Sales 
Are Now Confined 
fo Armed Forces 


New York, July 11.—‘Because | 


obtain = sufficient 
meet the needs of the armed forces 
and the civilian trade,’ Bristol- 
Myers Company has decided to de- 
vote its entire production of this 
hair preparation to servicemen, 
effective July 1. 

First announcement of the pol- 
icy was made by Lee H. Bristol, 
vice-president, on the “Mr. Dis- 
trict Attorney” network program 
July 5. This is being followed up 
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“And the moment Peace is declared— 
we'll convert ‘em into ELECTRIC IRONERS!” 


Undoubtedly YOUR postwar plans are much more 


practicable—but having “the 


goods” all designed 


and ready to put into production is just Step No. 1. 


Step 2 is equally important: to build or re-build a 


loyal, cooperative, 


IZATION 


enthusiastic 
—all set to carry the ball. 


DEALER ORGAN- 


It’s none too soon to start building—and Electrical 
Merchandising is a mighty good tool to build with. 
years its been the 


For 37 
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“direct wire” between 


eJectrical \ ppliancé 


of the Future 


electrical appliance manufacturers, distributors and 


retailers. 


Those on whom you must depend are making THEIR 
plans. Tell them why you should be included in those 
plans—and tell them through.the pages of Electrical 


Merchandising—THEIR paper! 
STUDY THE CURRENT ISSUE. 


The pages of Elec- 


trical Merchandising tell the story of this magazine’s 
leadership. Industry problems, news, forecasts, all 


make us confident of your verdict when we say, 


at the book.” 


~ Sm 


“Look 


the demand for Vitalis has in- | 
creased enormously and we cannot | 
ingredients to} 


‘But You Can Buy Better Than 
50,000 Watt Coverage 


Advertising Age, July 17, 194; 


with a full-page ad in trade py} 
lications and a letter to all dire. 


| buyers. 


To the trade the company says 
“We are hopeful that this halt ; 


Our Fighting Forces 
| will get all our VITALIS 
after July Ist! 


to meet the needs of the Armed Forces 
end erilien trade. 
Therefore, we have decided to de- 


poo ~thanes no 


is 

nthe Armed Forces. It wi! 

boty chem to endovenansd and wil heap 
ms trvendly to your store 

tate your Cooperation 6c 

igs "Vitalis con soon be beck! 


customers — of 
the Vitals that they would like to heve 
Bur we feel sure that all will agree that 


Bristol-Myers Co. 


the civilian supply of Vitalis wil 


be a temporary one. And we ar 
prepared to go ahead with ship 
ments of Vitalis to you as quickly 
as ingredients are available... .” 

The “story of Vitalis going to 
war,” an executive explained, wil! 
be told on “Mr. District Attorney.” 
This program also will continue 
to give incidental plugs to In- 
gram’s shaving cream and Minit- 
Rub. Vitalis will continue to be 
advertised in service publications. 

Advertising of Vitalis, Ipana 
tooth paste and other Bristol- 
Myers products now handled by 
Pedlar, Ryan & Lusk will be 
taken over by the new agency of 
Doherty, Clifford & Shenfield 
Aug. 9. 


Joins Baldwin & Mermey 


Fred D. Fremd, former foreign 
trade editor of the New York 
Journal of Commerce, and previ- 
ously in promotional and public 
relations work with Philip Morris 
& Co., New York, has joined Bald- 
win & Mermey, New York public 
relations counsel. 


IN WISCONSIN 


on the 


WISCONSIN 
NETWORK 


with 

— Clearance 

— Order 

— Affidavit 

— Payment 
WHBY That's a broad statement, 
Appleton but it's true! The eight 
KFIZ local, home town stations 
Fond du Las comprising The Wisconsin 
WCLO Network can deliver the 
Janesville 

ee bulk of the Wisconsin 

bas audience day and night, 
Madison every day in the year 
WRJN They are doing that for 
Racine scores of radio advertis- 
W HBL ers now—big advertisers 
Sheboygan with time buyers who 
WSAI know the value of local 
Wausar stations. There's a place 
WFHR 


. for your message on The 
Wisconsin 


Rapids 
job in Wisconsin 


WiSconste NETWORK Inc. 


MAIN OFFICE WISCONSIN RAPIDS, WIS. 


Wisconsin Network! Let's 
get together and do a 
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4MERICA’S STRENGTH IN WAR AND PEACE-—-THE PARTNERSHIP OF MAN AND WOMAN 


America’s greatest strength is the partnership 
of man and woman—a strength born of shared 
responsibilities and balanced contributions. 

Today, the first responsibility of every 
American woman is to America and we can 
well be proud of the magnificent job millions 
of homemakers are doing. For, by maintain- 
ing the home, rearing the children, preserving 


and conserving the fruits of the land, these 


r 
women reaffirm the strength of the partner- 
ship and serve as truly as any soldier. 

But there is another partnership 


In time of war, it is the privilege of women 


without home responsibilities to serve at the 


Painted for McCall's by Ivan G. Olinsky 


side of our men—in the Women’s Army Corps. 
Women who join the WAC may under cer- 
tain conditions choose from a long list of 
fascinating and essential Army jobs . . . and 
thousands of Wacs are needed at once! This is 
the American woman’s great opportunity to 
serve her country well! For an informative 
booklet on the WAC, write now to MeCall’s 
Magazine, 230 Park Ave., New York 17, N. Y. 


the special needs and interests of one 
American woman out of five. 


MM (MM, three magazines in one, serves a 
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Court Order Has 
Little Effect on 
Pullman Promotion 


Expect Company to 
Retain Sleeping Car 
Service Business 
Chicago, July 13.— Although 
Pullman, Inc., has decided to ac- 


cept the verdict of the United 
States courts and dispose of one or 


the other of its operating compa- | 


nies, both the Pullman Company, 


about $100,000 a year. Its adver- 


that advertising activities will con- 
tinue this year as planned. 
While the basis of its advertis- 
ing is campaigns in the railway 
and allied  fields—it normally 


D. A. Crawford, president of 


tising is in charge of Ellis W. Test,| Pullman, Inc., advised stockhold- 
assistant to the president, who said|ers this week that the company 


had decided not to appeal the de- 
cision of the lower courts to the 
Supreme Court. By accepting it, 
the company will be able to retain 
the right of electing which of the 


makes trolley buses as well as|two divisions it will continue to 
railway equipment—has also made|own and operate. The company 
limited use of mewspapers and/has until Oct. 7 to submit a plan 
magazines of the type of The Sat-/|of reorganization to the court, and 
urday Evening Post, Collier’s,|no official information has been 
Time, United States News, etc. Its| forthcoming as to which division 
agency is the Charles Daniel Frey|of the business it will retain. 

Company, Chicago. Informed opinion in the railroad 


Advertising Age, July 17, 194 


| industry leans to the belief, how-|man sleeping car equipment, 


service, will be retained by Pull- 
man, Inc., and that the manufac- 
turing division will be disposed of 
by a distribution of stock to pres- 
ent stockholders of Pullman, Inc. 
It is pointed out that the railroads 
have no desire to introduce com- 
petition into sleeping car service, 
as a single national service is ideal 
from the standpoint of both the 
railroads and the public. 
Pullman-Standard, which here- 


tofore has supplied all of the Pull- 


/ever, that the Pullman Company, | be in competition for this busine 
which operates the sleeping car} with other car builders, such . 


Budd and American Car & Fou; 
dry Company, in any event. [;: 
engineers have been working . 
elaborate plans for new designs 
sleeping car equipment which a 
intended to broaden the mark 
for Pullman service both in the c 
luxe and popular-priced field. 
low-cost Pullman service, avai 
able for as little as $1 a night, 
one objective of these plans. 
The 1943 operations of Pullma: 
Inc., were at an all-time hig! 


It happened at 1220 


sleeping car affiliate, and Pullman- | 


Standard Car Mfg. Company, the 
manufacturing division, are con- 


tinuing business as usual, especi- | 
ally as far as advertising and pro- 


motion are concerned. 

George A. Kelly, vice-president 
in charge of advertising and pub- 
lic relations for the Pullman Com- 


pany, told ADVERTISING AGE that | 


its current magazine advertising 


campaign (AA, Jan. 31, ’44) will | 


be continued without change, and 
in addition the company is mak- 
ing a motion picture through Chi- 
cago Film Laboratory which will 
be ready for showing about Sept. 
1. Its educational sound-slide film, 
which was used successfully in 
work with railroad ticket agents, 
as well as the general public, 
peer the value of efforts of this 
kind. 


The Pullman Company is one) 


of the largest advertisers in the 
transportation field, its magazine 
advertising running to approxi- 
mately $500,000 a year. Its agency 
is the Chicago office of Young & 
Rubicam. 


Manufacturing Business Active 
The Pullman-Standard Car Mfg. 


Company, which has broadened its | 


advertising considerably during 


the war period, in which it has | 


handled some very heavy contracts 
for government work, spends 


EXPANSION 


IBERTY, cradled in 
Boston, has spread 
all over the United 
States and, progres- 
sively over a period of 
17 years, the leadership 
and influence of The 
Herald-Traveler have 
done the same thing. 


§ It has for more than 
ten consecutive years 
been in that select and 
limited company of 
great newspapers, 
which are a “must” in 
national appropria- 
tions. 


§ Always first in Boston 
and always up among 
the five leaders in 
America as a whole. 


Always First in Boston 
Often First in America 


HERALD-TRAVELER 


Boston, Massachusetts 
—~ 
George A. McDevitt Co. 


National Representatives 
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CONGRATULATIONS came thick and fast when Radio Station WGAR 
| shifted to 1220 kilocycles, and included reports of better reception from 
listeners, as well as flowers galore. 
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WGAR story to more than one million riders per day for six months, 
with a new message each week. 


NEWSPAPER READERS couldn't miss the smash announcement ads, 
some in two colors, that appeared in Metropolitan and rural papers during 
the week following the changeover. 


OVE from one side 


of town to the other,’ anc 


friends still will locate you. But, change th 
wavelength of a radio station, and you can’t simply 
leave a little note hanging at the old spot on the dia! 


land, went all out in a 


stores . , 


uw tants and cards 


SregShoet your dial!”’ 


wr RY - 
* os we 
Ce 


AY \tt- o> 
KD ~ 


Northern Ohio. 


BIRDSEYE FOODS present 


DINAH SHORE 


THURSDAY 9:26 P.M 


OY YOUR bums 


B WoAR-1220 


STORE POSTERS featuring network stars were displayed prominent! 


q As one Clevelander put it. . 
iy expose your ears or open your eyes without 
““ learning that WGAR has moved to 1220 on 


That is why WGAR, the Friendly Station in Cleve- 


smashing campaign to post 


listeners on its recent shift to 1220 kilocycles. 
Radio announcements, newspaper ads and street- 
car hanger cards started people talking when, with 
humorous touch, they asked... 
at 12202"’ Then, in rapid-fire order at the changeover 
date, came the answer through those same media, plus 
giant painted boards, 24-sheets, truck signs, window 
and counter displays in downtown and neighborhood 
. through book matches, correspondence 
stickers, playing card giveaways, tent cards in restau- 


“what's happening 


direct-mailed to select lists. 
. ‘you can't 


TWENTY-SIX NEWSPAPERS with combined circulation of more 
than one and one-half million carried 163 ad insertions throughout 


ee 


in 2300 retail food and drug outlets throughout WGAR’s service ar¢a 
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revenues of the Pullman Company 
totaling $151,847,939, with a net 
$4.320,467. Pullman-Standard 


1943 sales of $273,642,293, with | 


et of $4,644,572, most of which, 
ever, is subject to renegotia- 
The Pullman 

ments to railroads 
s revenues amounted 
$26,887,573. 

'o marked changes in manage- 
1t or personnel are considered 


from its 
in 1943 


ly as the result of the changes | 


orporate structure made neces- 
by the attack on Pullman, 
by the Department of Jus- 


Company’s | 


tice, which charged that it is a 
monopoly and that competition in 
the business should be required. 


Wingate Sales Promotes 

William Tieger, divisional man- 
ager of Wingate Sales Corpora- 
| tion, New York, has been named 
|head of the company’s wholesale 
/activities in New York and New 


| Jersey. 
Sol Tobias, formerly assistant to 
Mr. Tieger, has been appointed 


|}manager of direct sales to the re- 
‘tail trade in New York. 


Caltex to Riordan 


The fashion division of John H. 
Riordan Company, Los Angeles, 
has been appointed to direct ad- 
vertising for Caltex Knitting Mills, 
Los Angeles. Consumer and trade 
|publications will be used. 


Gets Evansville Account 


Reid & Faber, Indianapolis 
| transportation advertising com- 
| pany, has been named to handle 
car card space for the Evansville, 
| Ind., transportation system. 


Wright Directs Research 
Frederick C. Wright, formerly 
with McBee Company, New York, 
has been appointed director of 
market research of TelAutograph 
Corporation, New York. 


Names Kemmerrer, Inc. 


Kemmerrer, Inc., Hollywood, 
has been named to handle adver- 
tising for Triplett & Barton, Bur- 
bank, Cal., manufacturer of metal- 
lurgical and X-ray prefabrication 
testing equipment. 


se 


and hour. 


twentv-six 24-sheets. 


hitzpatrick. 


\ST AND WEST on the city’s two heaviest traffic arteries, giant 
inted boards flash the WGAR message to radio-minded Clevelanders. 


SPECIAL PROGRAMS by network talent, as well as live announce- 
ments, reminded listeners to make the switch on the appointed day 


COLORFUL OUTDOOR ADVERTISING makes nearly one and one- 
half million WGAR impressions every 24 hours through one hundred 


BEHIND THE MOVE to a better wave for WGAR were well-known 
lio men (left to right) John F. Patt, G. A. Richards and Leo J. 
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TEASERS OPENED a 26-week car hanger card campaign, followed by 
changeover announcements and program promotion cards to run into 
the fall months. 


ro alge Py, 


175 TRUCK SIGNS carried the news 
of the change throughout the city 
and nearby counties. 


LISTENERS whose house or phone numbers are 1220 won playing cards, 


and two million WGAR matchbooks were distributed over cigar counters. 


oe of 2 


Norm Siegel of the Cleveland Press 
said: ‘There's definitely improve- 
ment in WGAR’'s signal.”’ 


| 
| 
| 
| 
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| 
aggeeting 
PROFITS 


What type of sales people may 
you hire without clearing 


_ through U. S. E. S.? 


_ How are the utilities planning 
to extend merchandising of 
postwar appliances? 


What are Russia’s plans for 


postwar purchasing in this 
country? 


% The key questions above are com- 
ponents of the most important problem 
facing business: HOW TO DISTRIBUTE 
AND SELL MORE GOODS AT LOWER 
COSTS. These questions are answered 
in this week's DISTRIBUTION Newsletter! 


To answer such questions and many 


| kindred ones with complete accuracy and 


_ Distribution 


reliability, reporters located in strategic 
marketing centers, plus our news bureaus 
in Washington, New York and Chicago 
are gathering the material. The Editors 
interpret the facts for quick reading and 
show how these developments will af- 
fect your business. Specific profit-point- 
ing recommendations are given. 


OBJECTIVES 


l To tell what new products are being 
* made available, who makes them, 
how they are distributed. Photographs in 
the Pictorial Supplement show what these 
products look like and what they will do. 


Newsletter 


ys To enable you to anticipate competi- 


4. 


* tion by bringing you advance infor- 
mation about firms in other fields now 
planning to handle lines similar to yours. 


3 To analyze Government activities in 
* the distribution field and their effect 
on your business. 


To bring you new, tested merchan- 
dising plans that are making money 
for other firms, which you could adopt. 


5 To report the latest developments in 
* market research, packaging, hand- 
ling, shipping, cnd delivery of goods. 


% The DISTRIBUTION Newsletter comes 
to you as a weekly 4-page letter, with a 
pictorial supplement. In addition... you 
will receive, from time to time, compre- 
hensive research reports. One outstand- 
ing report on war surpluses has already 
been released to subscribers. In prepara- 
tion are elaborate reports on aptitude 
testing and population shifts. 


We are so certain that you will find the 
information in the Newsletter a source of 
additional profit that we are dispensing 
with the usual sample copy offer to make 
this special introductory arrangement: 
Let us enter your conditional subscrip- 
tion. If after reading the first 3 issues, 
you do not find that the Newsletter 
will repay its cost many times, you 
may cancel your subscription. 


The entire cost for 52 weekly issues 
plus the battery of comprehensive re- 
search reports to be issued is only $25. 


We cordially invite you to join our 
present distinguished group of sub- 
scribers, Please use the coupon below. 


| The publisher of the D Hin & ett 
° te , 


- 


DISTRIBUTION NEWSLETTER 
47 Madison Ave., New York 17, N. Y 
your conditional offer. Ple 


for ne vear 


I accept 
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Street 


City and State AA 
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Connell Transfers | 


Paul J. Connell, formerly of | 
Capper Publications, Topeka, Kan., | 
has joined the New York office 
of Southern Agriculturist. 


| tral division, has been commis- | KOWH, Omaha, was made a lieu- 
sioned a second lieutenant in the | tenant commander two years after 
Marine Corps, and left July 6 for|his enlistment in the Navy as an 
| the Corps’ base at Quantico, Va. lapprentice seaman. He is now 
president and general manager of | the armed guard center, Brooklyn, 
DeWitt Thompson, formerly as- | te Memphis Commercial nenek| eee, Seeeenene of the mer- 


Lt. Leigh Crampton Tryon, for- 


| 


‘sistant general manager of sales |@nd Press-Scimitar, has been pro- 

'of Mathieson Alkali Works, New| ™oted to the rank of lieutenant n 

/York, who joined the Navy in|colonel with the Allied Military | mer classified advertising manager 

Then we have it. VITAMINS is the || 1942, has been promoted from the | Government in Italy. A captain|of the Meriden Daily Journal, 

ae pe one sodas. Let _us pack |! rank of lieutenant (sg) to lieuten- | in World War I, Col. Brown left} Meriden, Conn., is now serving 

ee own label. We || ant commander, USNR. He is sta- the newspapers in January, 1943, with the Signal Corps. He is sta- 
can handle a few more good accounts. Write |/ tioned at Terminal Island, Cal. | to accept a major’s commission. | tioned in the Aleutians. 

‘ James L. Stirton, program man- Clement W. Young, former com- Russell L. Putman, publisher of 

ager of the Blue Network’s cen-! mercial manager of Station!Chemical Preview and Food Pre- 


THE GIBSON COMPANY fivsen Pu'lsing 


Business End of a Bazooka! 


“8 
= 


Out of the muzzle of this harmless-looking tube come rocket-propelled 
projectiles that bring death and destruction to anything in their way! 
Sixty-ton tanks, pill-boxes, buildings, bridges, railroads . . . all can be 
shattered by the deadly Bazooka. 


You're going to need something like the Bazooka’s concentrated 
power to win your battle for post-war business. After Victory your 
WA - products and services will have to be sold against keener competition than 
Dime ever before. Choose your weapon for that battle now, Let FULL Color 
pack your advertising material with power to give it priority over that of 
your competitors. FULL Color folders, booklets, broadsides, circulars and 
other literature get 100% attention . . . hold interest . . . reflect qual- 
ity . . . build prestige . . . make sales! 


Producers of Fine FULL - Colored 


FOLDERS - BOOKLETS 
BROADSIDES + CIRCULARS 
PACKAGE INSERTS - POSTERS 
STREAMERS - DISPLAYS, etc. 


Stecher-Traung is renowned for its fine FULL Color lithography. 
We can produce quality advertising material in FULL Color for you at 
a price comparable to that usually asked for two-color material, because 
of our unique “Gang Run” method. It will pay you to learn more about 
this economical method. Write us today. 


FREE - ‘rite today for your free copy 
of our 28-page book, “The 


Value and Patriotic Use of FULL Color.” 
It describes the extra advantages of FULL 
Color and tells how to get effective re- 
sults at low cost. Packed with helpful 
information. Send request to Dept. AA74. 


STECH ER-TRAUNG 


LITHOGRAPH CORPORATION 
Rochester 7, N.Y. - San Francisco 11, Calif. 


Offices in Principal Cities 


| 
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view, Chicago, has been prom: 
to the rank of lieutenant colo 
in the Army air forces. ‘“Put’ 
on duty somewhere in Norma: 


Howard Holshouser, formerly 
the advertising department of S:..- 
tions KOIL-KFAB, has been p, .- 
moted from lieutenant to capt 
in the Army air forces. A gra 
ate of the OCS at Miami, F 
Capt. Holshouser has been in F) 
land for the past year. 

King Park, promotion mana 
of Station WBBM, Chicago, 
has received a commission as ° 
lieutenant in the AVS branch 
the USMC, left the station Fri 
for a brief vacation before he 
ports for duty at Quantico, \ 
July 22. Replacing Mr. Park 
Jonathon Snow, formerly pron 
tion manager of the Deseret N, 
Salt Lake City, and prior to t 
assistant promotion manager of 
Des Moines Register & Tribun 


To Williams & Saylor 

Elting Brothers, New § Y 
maker of Ironhose-Ironsox hosi 
for men, has appointed Willia 
& Saylor, New York, as its mer- 
chandising and advertising coun- 
sellor. 


ee 


KEY TO THE EMPIRE STATE 
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ALBANY 
A TIME-TESTED 
MARKET* 


Albany has been a center of 
trade and travel since as far 
back as the days of the War 
for Independence. 


TIME-TESTING 


has placed the mark of ap- 
proval on this store. 


COTTRELL and LEONARD—This 
fine Women’s Specialty Shop 
was founded in Albany 25 years 
before the Civil War. Through 
wars, depressions and prosper 
ity it has grown to its present 
high rank among Albany stores 
of its type. It has a nationally 
known reputation as a manu 
facturer of Academic Gowns 
Members of the original fam 
ily still retain ownership. They 
are now concentrating their ac 
vertising in the TIMES-UNION 


In 1943, almost 80% of thei 
lineage ran in the daily an 
Sunday TIMES-UNION. 


Albany women rely on th: 
TIMES-UNION. 


*._This is the second in « 


series of keyhole close-up 


of Albany business firms. 


Albany Times-Union 


DAILY AND SUNDAY 


A Hearst Newspaper 


Represented Nationally by 
HEARST ADVERTISING SERVICE 
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or 4 YRUS McCorMICK was no average man. Nor 
= Mork Robert Fulton, Eli Whitney, Alexander Graham 
Bell. 


Neither was the boyish news-butcher Edison, the 
bicycie-repairing Wright brothers, the young, tinker- 
ing Henry Ford. 


They were, indeed, very xncommon men — laughed at, 
sneered at, derided, dismissed as crackpots when they 
were not ignored by their contemporaries. 


Yet bread is cheaper because of Cyrus McCormick’s 
reaper, and cotton became king because of Eli Whit- 
ney. 


The common man may ride in palatial steamers be- 
cause of Robert Fulton, leap the seas and continents 
because of the Wrights, roll to work and play and 
battle on engine-driven wheels because Ford made the 
automobile commonplace. 


Uncommon men all, these men have been the average 
American’s most precious asset, because they had it in 


j them to rise above the average — and lived in a land 
; where they were free to do so. 
aE 

They left their mark on their country and on the world 
Y because they were free to think, try, dream and do 
D according to their own pattern, rather than to any 


book-taught theorists’ limiting view. 


"These is no shortage now or for the future in Amer- 


iter of : 
on tx ica’s store of such uncommon men. 
e War . . 
On the contrary, there never has been a time in all 
history when the doers, the producers, the real accom- 
plishers of America have had so much to work with 
f — so many fields of opportunity — or such impelling 
= reason for working. 
>—This The war has stuck the spur of necessity into the de- 
Shop velopment of new materials, new processes, new tech- 
) years niques. 
hrough , , 
he needs of our fighting sons have forced to the fore 
rosper : 
those who can produce, and required those who can 
resent ° e e . 
iis only talk to grow shrill and vapid in their efforts to 
acai hold the spotlight. 
manu 
;owns lesa good thing for America that it is so. 
| fam : R 
- The For a lot of uncommonly fine heroes are emerging from 
ir ad the common boys and young men who walked away 
NION in civies to become the winners of this war. 
thei A lot of uncommon drive and desire for action are 
y an 


in 


e-Up) ' 


~ |The average mans most precious Asset 


going to come marching home with them — and un- 
common refusal to accept government charity in pref- 
erence to a chance to do something for themselves, 


It’s a good time now to prepare for their homecoming 
and, despite paper shortage, there’s room in our news- 
paper columns for more than the bare recital of their 
deeds. 


There’s room also for plans about the active role they 
are to play in the future — for a look ahead to the 
opportunities that spread before them — for outlining 
the chances to be given them for making America first 
in the postwar peace as they have made it foremost in 
the wartime world. 


Fora gteat many years, Hearst Newspapers have been 
preaching out of the depths of abiding conviction the 
greatness of America’s destiny. 


In more than a dozen key cities they have sought to 
keep before nearly 5,000,000 families the forward- 


looking view of America as well as the detailed tale 
of today. 


They have aimed at uncommon serviceability to the 
common man, with this result among those 5,000,000 
families: 


If it is on-the-minute, accurate news they want, they 
look to Hearst Newspapers first. 


If it is authentic interpretation of events or trustworthy 
editorial counsel they want, they look to Hearst News- 
papers first. 


If it is features, newspictures, cartoons, columnists’ 
comment, society, sports or business news they want, 
they look to Hearst Newspapers first. 


There is a lesson here which no sensible advertiser 
with an eye on the future will ignore. 


It is simply that in planning marketing programs to 
reach these people, he should look to Hearst News- 
papers first, as do they. 


JOURNALISTIC FIRSTS 8Y HEARST NEWSPAPERS 


In the great and varied task of making the modern newspaper interesting, interpretative, entertaining and serviceable to 
the public, Hearst Newspapers have a record of pioneering accomplishment which includes these “firsts”: 


It was Hearst Newspapers that first 
used photographs as a part of news-story 
coverage. 


It was Hearst Newspapers that first 
developed the cartoon into a regular strip, 
and then into the comic pages which have 
become such a factor in American life. 


It was Hearst Newspapers that pioneered 


the use of color in news and editorial 
columns. 

It was Hearst Newspapers that first 
used full-time foreign correspondents to 
assure full coverage of news from beyond 
our borders. 

It was Hearst Newspapers that developed 
the first complete magazine distributed with 
Sunday newspapers. 


It was Hearst Newspapers that first 
used regular by-line writers and col- 
umnists to provide specialized coverage of 
important subjects such as finance, radio, 
politics, entertainment, soctety, etc. 

It was Hearst Newspapers that first 
used and developed the idea of special 
features, such as serial stories, household 
hints columns, cooking news, etc. 


= 
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’ \LBANY TIMES-UNION 
Morning and Sunday 


sALTIMORE AMERICAN 


Morning and Evening 


Sunday Evening and Sunday 
ner , \ALTIMORE NEWS-POST DETROIT TIMES 
) Evening Evening and Sunday 
7 ‘OSTON ADVERTISER LOS ANGELES EXAMINER 
- | Sunday Morning and Sunday 


BOSTON RECORD AND AMERICAN 


CHICAGO HERALD-AMERICAN 


Evening 


MILWAUKEE SENTINEL 


Morning and Sunday 


NEW YORK JOURNAL-AMERICAN 


Evening and Sunday 


LOS ANGELES HERALD-EXPRESS 


A Te eh igh ae 


Serving the American People — their Freedom, Security and Progress — by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


NEW YORK MIRROR 
Morning and Sunday 


OAKLAND POST-ENQUIRER 


Evening 


PITTSBURGH SUN-TELEGRAPH 


Evening and Sunday 


SAN ANTONIO LIGHT 
Evening and Sunday 


=| HEARST NEWSPAPERS 


SAN FRANCISCO CALL-BULLETIN 
Evening 

SAN FRANCISCO EXAMINER 
Morning and Sunday 

SEATTLE POST-INTELLIGENCER 
Morning and Sunday 
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Mart Shortens Name name to Western Merchandise 

Western Furniture Exchange Mart, and the Operating corpora- 
and Merchandise Mart, San Fran- | tion will be known by the same 
cisco, has officially shortened its | name. 


Vast Shifts in 


WEBNS; 


COVERS THE ae 


. CENTRAL OHI0'S 
ONW CBS OUTLET 


Population Are 


C) Shown by Census 


Washington, July 13.—A popu- 
lation increase of 16.3% in the 
| west between April 1, 
| July 1, 1943 was reported yester- 
day by the Bureau of the Census. 
|The northeastern and north cen- 
|tral states lost 2.9 and 2.4% re- 


1940, and | 


of Columbia—all over 20%. Big- 
gest losers in population were the 
Dakotas and Montana 15.5% 
for North Dakota, 13.4% for Mon- 
tana, and 10.3% for South Dakota. 
Arizona gained an estimated 203,- 
048 people, its total population 
going from 499,261 to 702,309—a 
40.7% jump. Largest numerical 
| gain was that of California — 1,- 
| 559,135, raising the state total from 
| 6,907,387 to 8,466,522, a rise of 

Percentage rise for the 


| 22.6% 
District of Columbia was 34.2, for 
Nevada, 30%, and for Florida, 
| 24.9%. 

New York Shows Loss 
New York had the greatest nu- 


ae 'spectively, and the south gained | merical decrease, from 13,479,142 
xt Ask Any Blaiv | | 4.8%. to 12,858,203 —a drop of 620,939, 
an or | Population of the west rose| which is only 4.6%, however. Vir- 
'from 13,883,265 to 16,147,837, a|ginia and Maryland both gained 
. | gain of over two million. Overall | 14.9%—largest gains of any mid- 
'U. S. population rose by only a/dle Atlantic states. The only mid- 
|few thousand more, from 131,669,- | western state to gain was Mich- 
|275 to 133,942,410—a gain of 1. 1%. igan with a 3.2% rise (166,267 to a 
Z iy, ls AL hess | Greatest population gains were |total of 5,422,373). Washington, 
\ a | registered by Arizona, Nevada,| Oregon and Utah all showed in- 

| California, Florida and the District | creases between 10 and 20%. 
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Radio-wise, Sunday is like every other day in the West. 
NBC Western Division Network has most of the audi- 
ence most of the time! There’s a two-fold reason. 

One: a marked preference here for NBC's top-flight 
transcontinental programs. Two: NBC Western 
Divisions own Parade of Stars. 

There are 19 of them—news, drama, comedy, music 
and variety programs—heard exclusively on NBC West- 


HOLLYWOOD 
SUNSET AND VINE 


SAN FRANCISCO 


WESTERN DIVISION 


TAYLOR AT O’FARRELL 


*Average Pacific Coast Hooperating (April report) of all programs for each network—12 A. M. to 10 P. M. 


ern Division Network. They're high-ranking, too. For 
even on program-strong Sunday, the Number One 
newscast and the Number One symphony broadcast 


are Western Network features. 


NBC, of course. 


It’s this double Parade of Stars—hour after hour, 
day after day—that wins the big share of listening in 


the West. Doesn’t that have 
advertisers and time-buyers? 


an obvious payoff for 


of the National 


Broadcasting Company 
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The belly laugh 
that shook off 
an invasion 


Aahere whey. piled 


S Sttaz 
One relaxed moment 
helps you work and fight herder 


a Se 


RELAXATION — Copy theme of ac 
running from June to December 

Time only for Royal Crown Cola 

built around historical figures wh 
realized the importance in peace an 
war of that "one minute of relaxation 
—available to the "millions who reac! 
for a frosty bottle’ of the cola drink 
Nehi Corp. promotes Royal Crown op 
a year-round basis in 37 national maga 
zines, spot radio, outdoor ads, and 
later this summer will use newspapers 
Agency is Baiten, Barton, Durstine & 

Osborn, New York. 


Station KROW Adds Two 


Stephen Gaylord has bee 
named advertising director ana 
Arthur DesRosiers has joined the 


|sales staff of Station KROW, Oak- 
‘land, Cal. 


| 

| . 
Seeley, Hood Aid CED 

| 

| personnel training of B. F. Good- 

/rich Company, 

| Hood, director of dealer 


E. A. Seeley, manager of field 


and A. A 
relations, 
Johns-Manville Sales Corporation, 


Akron, 


New York, have been named co- 
chairmen of the newly-formed 


sales personnel committee of the 
Committee for Economic Develop- 
ment. 


where does 


MAGAZINE 


nd 


advertising 
penetrate least? 


Of course magazine advertising 
and radio broadcasting blanket the 
country. Yet when it comes to effec- 
tive penetration in the big cities 
there are millions of potential cus- 
tomers magazine and radio adver- 
tising doesn’t reach. It’s like sleep- 
ing with a short blanket, it has 
plenty of breadth, but the all im- 
portant toes are out in the cold. 
There are two publications in the 
two most important big city markets 
—New York and Chicago—publica- 
tions which provide magazine read- 
ership and in which 4 color maga- 
zine pages reach a relaxing ready- 
to-read audience of over a million 
families on the weekend. They are 
the 


SATURDAY HOME MAGAZINE 
AND COMIC PICTORIAL 


distributed every Saturday with the 


Chicago Herald-American and the 
New York Journal-American. This 
provides the opportunity to supple- 
ment and secure greater penetra- 
tion of magazine advertising where 
there are more people able to buy 
than in any other markets in the 


country. 


Represented by: 


AMERICAN WEEKLY, INC. 
959 Eighth Avenue, New York 19,N.Y. 
Hearst Building, Chicago 6, III. 
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“Dear Mr. Anthony” 


all over the place... 


[nrermincLep with the daily routine 
phone calls of any big city newspaper are 
all the people who want something. 

At the city desk, property owners want 
publicity on defective sewers, dying father 
asks missing son tocome home, woman would 
like a plug for a welfare activity, Marine 
makes inquiry for the address—also phone 
number—of girl pictured on front page. 

In sports, the fans phone to find out who 
led the National League in 1911, won last 
Saturday’s hockey match in Toronto, or 
when a local boy will fight again. 

The business pages staff is called for the 
source of a recent story, underwriter of a 
bond issue, when new taxes become effective. 


Th E paper’s mail is full of favor seekers; 
the lovelorn, the unschooled in etiquette, 
aspirants for civil service; women wanting 
recipes or instructions previously published, 


ration information; how to get thin or fat, 
manage a husband or child, do over a room. 

Students, writers, detectives and hopeful 
heirs seek the morgue for details on long 
buried stories. The circulation department 
has a regular traffic in back numbers. The 
studios supply prints of pictures published. 


Th — GENERAL PUBLIC regards the daily 
newspaper as public library, hall of records, 
subdivision of city hall, annex to the FBI, 
OPA and Selective Service; free counsel on 
medicine, citizenship, foreign affairs, 
<es;g law; employment agency and 
4] emergency relief. And every 
newspaper staffregards public 
ae service a matter of course. 

Sometimes people bring their problems 
to the newspaper because they don’t know 
where else to go. The newspaper accepts the 
compliment and tries to make good, even 


when taxed beyond its normal resources. 
Doing favors is a sure way to make friends. 
And friends make a newspaper influential. 

A newspaper’s friends make newspaper 
advertising more effective, too. Most papers 
guard their advertising columns closely, 
censor misleading claims and copy, compel 
advertisers to make good if at fault. 

And because the newspaper allows the 
advertiser to do business with its friends 
and customers, newspaper advertising has 
some extra potency, makes more impression, 
gets more acceptance and response 
works faster, at a plus profit. 


Maxe newspaper advertising a part of 
your sales program . . . because it gets the 
seller closer to the customer, closes the sale 
faster, collects all the ready customers in its 
market... and usually comes back quicker 


with its cost and a surplus! 


Che Philadelphia Mnguirer 


.. the first advertising medium of Philadelphia. . 


advertising . 


NaTIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; 


. This advertisement is one of a series in behalf of newspaper 


. and is available to any newspaper for reproduction or publication, without credit... 


Keene Fitzpatrick, San Francis¢ 
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Ad Club Adds 52 


In an intensive four-week mem- 
bership drive, the Advertising 
Club of Washington, under the di- 
rection of Membership Chairman 
Tom Griffin, national advertising 
manager of the Washington Daily 
News, added 52 new members to 
its group. 


Newspaper Week, Oct. 1-8 


Oct. 1-8 has been designated as 
National Newspaper Week, with 
Oct. 7 set aside as Newspaper 
Boys’ Day. Paul C. Lawson, circu- 
lation director of the Exponent 
and Telegram, Clarksburg, W. Va., 
is chairman of the committee in 
charge. 


markets in the Middle West. 


GEORGE T. 
WEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in— 


““CONCENTRATED” 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defesder Newspapers, covering the three largest Negre 


THE CHICAGO DEFENDER 
THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 
Sold separately or in combination 


Write for information: 
HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


| 
| 
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|postwar planning for prosperity |Now With War Bonds;” self-cen- 


Behind Budweiser 


Tilton Tells Plan 


War Theme Drive 


|}and 


St. Louis, July 11—How An-| 
heuser-Busch, Inc., hit upon the| 
idea of its effective wartime ad-| 
vertising campaign (AA, May 29), 
with total coverage of 1,070,000,- 
000 impressions, was described to- 
day by George F. Tilton, director 
of the brewing company’s adver- 
tising and market research, before 
members of the St. Louis Adver- 
tising Club. 

Studies of business problems 
proved, he said, that ‘‘though the 
future may be vague and unpre- 
dictable as to details, winning the | 
war in the shortest possible time 
was the first important step in 


employment.” 


brewery could “help to establish 
unity of purpose among the citi- 
zens of America without appearing 
to preach or lecture; how to cen- 
sure their grumbling and still re- 
tain their good will.” 

In telling the story of America’s 
sacrifice, unity and achievement in 
the past, with dramatic illustra- 
tions and copy in 12 separate ad- 
vertisements, Mr. Tilton said he 
believed the company found the 
answer. 


War Themes Highlighted 


The series emphasized: Sacri- 
fice—‘‘The Minuteman Is Still the 
Man of the Hour;” resourceful- 
ness—“Now Meet the Missus;” 
rationing—“They Rationed Every- 
thing;”’ the Spirit of Democracy— 
“Not an ‘A’ Card in Ye Group;” 
neighborliness —‘‘Share the Ride 
Today;” cooperation “They 
Builded Better Than They Knew;” 
citizenship—“Stake Your Claim 


‘Its purpose, 
therefore, was to answer how a 
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sorship—‘‘Thinking Americans T, 
day ... Are Not too Free wit 
Free Speech;;” transportation 
“When Buffaloes Stopped the Ir 
Horse — Travelers Were Patient 


ingenuity — ‘‘Grandma Knew Ju 
What to Do... and Do Without 
coordination — “Help Your Con 


munity Drives ...and You He! 
America;” and nourishment.- 
“More Came Out of That 0) 
Lunch Pail Than Went In.” 

With about half of each ad give 
to the illustration, and only bri« 
mention made of the product, Bud 
weiser beer, and to other produc: 
Anheuser-Busch makes that g¢ 
into the war effort, it was assume 
there would be some _ questio 
“whether such a presentatio 
would sell beer in proportion +t 
the cost of the campaign.” Whil: 
Mr. Tilton did not attempt t 
answer the question directly, h 
said that tabulations showed tha 
the campaign’s total of impression 
was” 1,070,000,000, through th 
black-and-white reproductions ji; 
1,451 newspapers, 41  nationa 


magazines and 24-sheet posters i: 
1,480 cities. In addition, he said 
painted boards and posters wer: 
used to cooperate with special! 
drives, such as the call for Victory 
gardens. 

But if his listeners were think- 
ing the number reached through 
this campaign was “colossal,” Mr. 
| Tilton asked them to realize that 
|the impression advertising the 
| brewery received from its bottle 
labels would this year “exceed by 
almost three times the total circu- 
lation of this entire nationwide 
campaign.” He estimated 1944 
sales at 706,000,000 bottles, and 
with each bottle seen by an aver- 
age of four persons, the total 
reached is 2,824,000,000. 


Three Added to 
Kudner Research Dept. 


Richard Donaldson, former di- 
rector of researcn of Celanese Cor- 
poration of America, New York, 
and previously research head for 
Ward Wheelock Company, has 
been appointed manager of the re- 
search department of Arthur Kud- 
ner, Inc., New York. 

Dr. Edward Yordan, former 
faculty member of Harvard Uni- 
versity, and Robert Gans, formerly 
with A. C. Nielsen Company, have 
also joined the executive staff of 
the agency’s research department. 


ou cant cover 
the Executive market 
without The ROTARIAN! 


HAT’S a broad statement .. . one we wouldn’t (a 
make if we didn’t have the facts and figures to 
prove it, 


If you want to get the eye and attention of business 
leaders you naturally look to the Executive or Man- 
agement publications. 


But . .. unless your list includes The Rotarian, you 
are missing a large and very important segment of 
this market . . . an audience composed of 181,000 
business and community leaders . . . presidents, vice- 
presidents, board chairmen, general managers, own- 
ers, partners . .. men who buy and influence buying 
for their businesses, their families, and their com- 
munities. 


Keystone Adds Five 


Keystone Broadcasting System, 
transcription network, has added 
five stations, bringing its total to 
203: WHIT, New Bern, N. C.; 
KRKO, Everett, Wash.; KRNR, 
Roseburg, Ore.; WLAY, Muscle 
Shoals, Ala., and WROX, Clarks- 
hes. Miss. 


And why do you miss this audience? Because it is 
not covered by three of the largest and best known 
business executive magazines, Of these 181,000 busi- 
ness leaders, 


f 


Executive Magazine No. 1 reaches only 814%* 
Executive Magazine No. 2 reaches only. . 15% 
Executive Magazine No. 3 reaches only 1514% 
All three combined reach only 
THE ROTARIAN reaches 


town isa 
Spet 
tewn 


night 
stAlh 


& COMPANY 
| REPRESENTING LEADING RADIO STATIONS 


Here’s a group of executives too large and too im- 
portant to overlook. 61,400 are corporate officials; 
58,990 are directors in one or more companies other 
than their own; 39,900 own their businesses; 30,800 
are managers of factories and sales offices. The 
Rotarian provides the logical .. . low cost... means 
of presenting your advertising story to this other- 
wise uncovered executive market. 


*These figures are based on an inde- 
pendent survey, which we shall be glad 
to show you. The story of The Rotarian 
audience, their buying power, activities, 
etc., is contained in our latest bulletin, 
“The Uncovered Influence Market.” 
We'll gladly send you a copy. 


‘Rotarian o 


35 East Wacker Drive, Chicago 1, Illinois, Phone STAte 4016 


New York Office: 9 Rockefeller Plaza, Detroit Office: 7338 Woodward Avenve, 
New York 20, New York Detroit 2, Michigan 


¢ 
COMMUNITY 


JONI 


Pacific Coast Office: 681 Market Street, 
San Francisco 5, California 
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**The pause that refreshes... 
(... with a bow to you know what!) 


oe 


‘ 
ea a 


She can sleep later on Sunday. Breakfast isn’t speeded _ | 


up by bus schedules, school starts or office hours, And after 


breakfast she can let down, lean back, loll a little, scan the 


Sunday paper, invite her soul with big news, bad news, good 


news, society, store advertisements, fashions—and the funnies! .. . <= \ Ni 
Catch her eye and her interest while she catches up with the 
Sunday comics—and you'll get something very special in 
advertising results . . . in coupons, cash sales, trial offers, 
trade influence, or an all-over assist to the annual quota. 


You plan it, and the Sunday comics section will produce! 


Do women read Sunday comics? Surest thing 
you know—three out of four, through fifteen 
years of readership ratings and checks! 
Sunday comics are more read by women 
than war news, fashions, food columns, 
most retail advertising, and all the other 
interests that run strong with women! The 
Sunday comics section carries the highest 
certainty that advertising will get a reception 
from women. Also from men (also three out of —., - \ 
four readership). To say nothing of children | 
ninety percent plus. You get the whole family i 
as well as the little woman, with advertising in _t | 


Sunday comics sections. 


Anp Metropolitan Group gives you national 


coverage—through the best comics sections, in 


forty-one major newspapers . . . 15,000,000 circu- 
lation, more concentrated in more markets than 
any single medium, average magazine list or any 
broadcast network can show .. . half of the better 
buying families in the whole national market! Color, 
in a big space unit, at low cost! One order, one piece ot 


copy, one bill! . . . Ask any office for details... 


The first national newspaper network... Metropolitan Group 


NN Comics Section Advertising in: Baltimore Sun « Boston Globe « Chicago Tribune e Cleveland Plain Dealer « Detroit News « New York News 
S Philadelphia Inquirer « Pittsburgh Press . St. Louis Globe-Democrat e Washington Star e Des Moines Register’ « Milwaukee | 
Minneapolis Tribune « St. Paul Pioneer Press « ALTERNATES: Boston Herald « Detroit Free Press « New York Herald Tribune « St. Louis Post-Disp 
Washington Post *« opTiONAL: Buffalo Courier-Express ¢ Cincinnati Enquirer « Columbus Dispatch « Dallas News *« New Orleans Tim Picayune-Stat 
Omaha World-Herald « Providence Journal e« Rochester Democrat & Chronicle « San Antonio Expre e Springfield Union & Republi 
Syracuse Post-Standard ¢ METRO PACIFIC: Fresno Bee e Long Beach Press-Telegram ¢ Los Angeles Times ¢ Oakland Tribune ¢ Oregon Jourr 
Sacramento Bee « San Diego Union e San Francisco Chronicle « Seattle Times ¢ Spokane Spokesman-Review « Taco: I 


220 E. 42d St , New York 17¢ Tribune Tower, Cutcaco 11 « New Center Bldg., DeTrorr 2 + 155 Montgomery St., SAN FRANCISCO 4 
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World”—city z0n® 


= Newspaper list 


s coverin { Its Size in the 


Known City ° 67,953 (ABC). 


ulation 
‘s best markets, 
without Battle Creek. 


“The Best 


gu etare rape Y Vile 


HATIOR AL REPRESENT ME: 


3 Dimensional Ads 
Replace Posters 
in Grand Central 


New York, July 11.—A radical 
departure in display advertising 
throughout Grand Central Termi- 
nal will take place this month 
when the small “poster-changing 
signs” used in 24 locations there 
will be replaced by a new type of 
animated industrial display. 

Designed by Edward H. Burdick, 
president of the Diorama Corpora- 
tion of America, and manufactured 
in that company’s New York plant, 
the new signs achieve a three-di- 
mensional effect enhanced by care- 
fully planned lighting and anima- 
tion. This ‘“foreshortened per- 
spective” is attained through the 
use of a maximum of 12 inches of 
depth in the display itself. 

Display advertising in Grand 
Central, through which an esti- 
mated 690,000 people pass every 
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Los Angeles, July 13.— While 
most manufacturers’ plans for 
postwar production are still in the 


embryonic stage, Los Angeles 
Brush Mfg. Corporation has con- 
crete plans for a _ revolutionary 
postwar article . .. a tooth brush 
with teeth, according to F. A. 
Tuchscherer, president. Itall came 
about with L. A. Brush’s decision 
to really get its teeth into tooth 
brush production after the war. 
For years and years other manu- 
facturers have been making 
brushes without teeth, erroneously 


called tooth brushes. Teeth i; 
tooth brushes will do away wit! 
the discomforts of loose bristle: 
and give the mouth a “grate” sen- 
sation instead. Consequently the 
introduction of this new article 
should create a new high in gnash- 
ional hysteria. 

To top this splendid bit of 
planning the handle of the tooth 
brush will be made to resemble 
bark. This will permit the manu- 
facturer to use the slogan 
“The bark of our brush is worse 
than its bite.” 


day, is restricted to the 24 spots 
in concourses and waiting rooms, 
with each sign subject to approval 


~ 
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Hishing More than 1000 deep-sea commercial fishing 


vessels count Seattle their home port, and sail 
northward into Alaskan waters for salmon. Owners and crews 
have their homes in Seattle, and here is where their boats are 
built, repaired and provisioned. 


Commerctad Craft Puget 


Sound 
is “Tughkoat Annie’s” home. There are 
nearly 1500 motor vessels documented 
in the Washington district . . . to tow 
log booms and freight barges. 


Orient, and through 


activity will increase 


Seattle is a city of tremendous vitality, resource, and oppor- 
tunity. It has grown in 60 years from a village of 3,500 to a 
city of more than 500,000, and today is in the period of great- 
est growth! Seattle deserves a big place in your future plans. 
The SEATTLE TIMES is the preferred newspaper in 7 out of 
10 Seattle homes. 


Represented by O'MARA & ORMSBEE. Inc. « New York « Detroit « Chicago « San Franci 


Deeft haley Betore the war % 


ated out of Seattle . . 


to the East coast and to Europe. This 


USEATTLE .. Home Perl for 35,000 Beats 


ARINE ACTIVITY is just one of many enter- 
prises contributing to the permanent prosperity 
of Seattle. More boats are registered and documented 


in this district than in any 


other American area 


except New York! Puget Sound covers 2,000 square 
miles. It has 1600 miles of shore line. Boats cruise 
Northward a thousand miles to Juneau, Alaska, 
through the fjord-like inside passage, without ex- 
posure to the open sea. 300 islands in Puget Sound 
attract summer homes and weekend vacationists. Cli- 
mate is so mild that both commercial and pleasure 
boats are active the year ‘round. 


Pleasure Craft About 25,000 pleasure boats are 


registered here, and moored in 
Seattle’s fresh-water lakes. There are many sail boats, but most 
favored craft is the cabin cruiser, powered and equipped to 
cruise hundreds of miles on Puget Sound. 


ship lines oper- 
. to Alaska, the 
the Panama Canal 


after the war. 


oe 


§ f ‘ 
Searrre Times 


be Sos Sooty Washington lS aa 


sco « Los Angeles 


Fervrtos 75 ferry boats operate in 


Puget Sound, carrying more 
than 10 million passengers and 1% mil- 
lion cars and trucks each year. Luxury 
liners sail daily out of Seattle to Victoria 
and Vancouver, Canada. 


ABOVE ALL SEATTLE PAPERS 


» 


a 


of the terminal’s architects. 

A new contract for operation of 
such advertising has been signed 
recently by the New York Cen- 
tral and New Haven railroad 
companies with Terminal Electric 
Signs Company, formerly known 
as the McArthur Indoor Advertis- 
ing Company. President of TESC 
is Charles H. McArthur, recently 
returned from two years’ govern- 
ment service in Washington. 

Nine advertisers have contracted 
for these displays: Liggett & My- 
ers Tobacco Company for Chester- 
fields; Coca-Cola Company; U. S. 
Rubber Company; National Distil- 
lers for Old Grand-Dad, Old 
Overholt, and PM whiskies; Cham- 
pion Spark Plug Company; NBC 
for WEAF; Jacob Ruppert, Brew- 
er; Paramount Pictures and Sin- 
clair Refining Company. 


Y&R Toronto, Names 3; 


Gets Valmont Account 


Clarence W. Philp, formerly 
production manager of Young & 
Rubicam, Toronto, has been ap- 
pointed an account executive. J. 
Rabone, formerly of Southern 
Press, Toronto, has joined the 
agency as production manager, and 
Donald F. Philp has been ap- 
pointed account executive. 

Valmont of Canada, Walkerville, 
Ont., subsidiary of American 
Home Products Corporation, has 
named the agency to handle Cana- 
dian advertising for Anacin, Biso- 
dol, Kolynos, Louis Philippe and 
Neet. 


Salvation Army on Air 


The Salvation Army, through 
Labrum & Hansen, Philadelphia, is 
presenting weekly talks by Mrs. 
Samuel Hepburn, wife of the 
Army brigadier general, on Salva- 
tion Army activities over Station 
WFIL, Philadelphia, and other 
eastern stations. 
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Grow along with us! 


225,000 ABC! 


MEMBER OF THE YOUTH GROUP 
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ROUP 


Nor the Power of the 


Magazine Women believe in! 


zine circulations: Fewer subscrip- 


War-summer style note in maga- | 
tions (by 50,000) and elimination 


of boy sales mean that Journal 
NEWSSTAND quotas have re- 
mained uncut — yet feminine de- 
mand sweeps each issue from the 
stands within fourteen days. 


“JOURNAL 
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} 5: dren: one, age four. 
Getting to the ‘Phone | Flynn has been back several 
To the Editor: We got a good |times to thank us for starting her 
chuckle out of Copy Cub’s reference | modeling career. In fact, her suc- 
to the “raving beauties” in our)cess is not a bad story for our 
Macfadden Women’s Group cam- 


| campaign with you. 


paign. However, the suggestion) CHarLes O. TERWILLIGER JR., 
that phone numbers be made} Promotion Manager, 
available comes a little late, for in Macfadden Women’s Group, 
the mysterious manner peculiar to New York. 

advertising men, some of these ade 


phone numbers have already been | 
ascertained. 

The names of the last four 
“wage-earner housewives” in or- 
der are: Hunt, Clark, Flynn and 
Goslee. None had any previous 
experience in modeling, but after 
Flynn’s picture appeared in the 
May 22 ADVERTISING AGE we re- 
ceived so many requests for her 
telephone number that today she 
sports a hat box marked “Con- 
over Cover Girl.” Young wage- 
earner housewife? Yes! Age: 22. 
Husband: aircraft mechanic. Chil-! 


Pony Edition Gets 
Plaudits of Admen 


To the Editor: 
from the letters of 


whom we sent the first edition. 
Kay LIEs, 
Advertising Department, 
Bear Brand _ Hosiery 
Company, Chicago. 


To the Editor: 


I wonder if it 


This department is a reader’s forum. ‘Letters are welcome. 


we have received from the men to! 


Edition of ADVERTISING AGE, 
MARGUERITE FORGE, 
Fuller & Smith & Ross, 
New York. 


To the Editor: We very much 


appreciate this opportunity of 
: ; ? _.| keeping our servicemen posted on 
| would be possible to add two more | yy. doings in the advertising 


of our service people from this de- 
/partment to the list to receive the 
| Servicemen’s Pony Edition of Ap- 
VERTISING AGE. 

STANLEY F. WITHE, 


world, and would like to have 34 
copies to send out. 

ADRIAN HEAp, 
J. Walter Thompson Company, 
Toronto. 


Manager, Advertising & Pub- a: 
licitvy Department, Aetna Life | To ths Biliter: Your 

= Pe ia generous 
—" Companies, Hartford, | offer to supply copies of the Serv- 


|icemen’s Pony Edition is receiving 

nant |a good deal of favorable comment 
| To the Editor: I think your | here. .. We wonder if we can 
|Pony Edition for advertising peo-| persuade you into extending this 
| ple serving in the armed forces is | offer in Canada. There is no doubt 
|an extremely good one... If you/at all that our men would read 


This Pony Edi-| will send us 90 copies each month, | this edition avidly. . . 
tion has certainly clicked, judging| we will 
appreciation | warded to each of our servicemen. 


see that they are for- R. W. HENDERSON, 

Young Men’s Advertising & 

Sales Club of Toronto. 

To the Editor: Your Service- 
men’s Pony Edition is an excellent 
idea. We would be glad to have 
six copies regularly. 

S. H. GIELLERUP, 
Partner, Marschalk & Pratt, 
New York. 


MARTIN MUNZER, 

Ruthrauff & Ryan, New York. | 

To the Editor: We appreciate 
|this service and want to thank you 
i\for your thoughtfulness. I am 
/sure our servicemen will enjoy 
reading the Servicemen’s Pony | 


When You Buy the Omaha World-Herald 


48.6% of NEBRASKANS ~~ 


Say: ‘‘You’re Right!”’ 


Not more than 7 newspapers in the nation cover their state 
like thee OMAHA WORLD-HERALD covers Nebraska 


HEN you reach 48.6% of the 
families in any state through 
one newspaper, you know that pa- 
per is a choice “buy.” In Nebraska, 
counties of southwestern 


Iowa, too, the Omaha World-Herald 


and ten 
is the choice of the million and a 
half population—a state-plus cover- 


age equaled by few newspapers of 


the nation. See why you should 
“A” schedule the Omaha World- 
Herald? 


O'MARA & ORMSBEE © National Representatives © New York - Chicage - 


198,636 Daily—196,599 Sunday 


Average for June, 1944 


Omaha WORLD“ HERALD 


One of the Nations Great Newspapers 


| To the Editor: It is a grand 
|job. We are sure that our men in 
service will be delighted to receive 
it and we are therefore asking for 
70 copies. .. 
ROBERT S. TROWBRIDGE, 
Newell-Emmett Company, 
New York. 


| 
| 
To the Editor: The Reeuleas| 
men’s Pony Edition is a_ swell| 
idea ...and I know our dozen! 
men from the Erie club in uni-| 
form will be delighted to receive | 
| ee 
R. W. HALL, 
Secretary, Advertising and 
Sales Club of Erie, Pa. 
To the Editor: I have read with | 
much interest your Pony Edition | 


that he will get much enjoyment 
from it. 

I have been sending the regu- 
lar edition to him but it takes | 
it. The “Pony” edition, however, | 
can be sent by airmail, which | 
means that he will receive it in| 
about eight days. 


me in the future. 
L. J. Hacoopn, 
Business Manager, The Senti- 
nel-Star, Orlando, Fla. 


Servicemen’s Pony Edition to send 
‘o our boys at the front. We think 
this is an admirable idea. . . 
ROBERT TINSMAN, 
President, Federal Advertis- 
ing Agency, New York. 


To the Editor: Amidst the 
sweat, toil and tears of the ’Gator 
Fleet (no blood yet—I haven’t 
been across) I came upon eight 
| wonderful pages... eight won- 
|derful pages that brought back 
| thoughts of prewar training and 
| postwar ambitions in advertising. 
| Of course I’m referring to the 
monthly Pony Edition of ApvEr- 
| TISING Ace. It’s a swell idea but 
|can’t I please be on the receiving 
| list? 


ENSIGN W. E. STEEN, 
Little Creek, Va. 
| [Editor’s Note: The Service- 
men’s Pony Edition of ADVERTISING 
AGE is published monthly, on the 
15th, and available without 
charge for mailing to servicemen. 


is 


Almost 500 individual requests, 
totaling well over 3,000 copies, 
have already been received. For 
copies for your former employes 
and co-workers now in the serv- 
ice, address Editor, ADVERTISING 


AGE, 100 E. Ohio St., Chicago 11.] 


It's All Over 


To the Editor: Here’s hoping it 
wasn’t one of the Watertown Daily 
Times’ reporters who sent you a 
note about the dinner for Harold 
B. Johnson, publish vho joined 
the local staff of the paper 40 
years ago. 
Detroit - Los Angeles - Sen Francisco ; he ger he! Pant oe ee 
Aid Said July 2/), tne lestimonia 


and after reading it, have sent it | 
along to my son, who is in the | 
South Pacific, and feel confident | 


about three months for him to get | 
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TO YOURSELF. 


WERS THLE OOP GF CVT HEERiTE® 
deve ms Pocaey Ledacurs 


mrt onateng 


FAST WORK—The painter seemingly 
worked right through the metal ceiling 
illustrated in the upper right hand. It’; 
supposed to be a "striking illustration 
of how well Tri-Tex covers in one coat.’ 


dinner 
June 27. 


was actually held or 
W. LESLIE LEwIs, 
Advertising Manager, Agri- 
cultural Insurance Company, 
Watertown, N. Y. 
v 


v 

Paint Job 
To the Editor: With the help 
of the engraver, advertisers can 
reach new heights of mendacity. 
See the attached exhibit of 


v 


| “painting.” 


Roy A. HUNTER, 
Advertising Counselor, Van- 
couver, B. C. 


v v v 
0-O 
To the Editor: This advertise- 
Daily News of June 29, 1944: 
“O-O” is right! 
Why do we have to pick on such 


ps. is taken from the Chicago 
| 


Dress Up Your Salads 


wit 


- « A NEW TFASTE THRILL 


Why can’t we be nice 
them? Why am I 


mistakes? 
/}and ignore 


| Please be sure that it is sent to | sending you this? 


CLARENCE N. JOHNSON, 
Art Director, Reincke-Ellis- 
Younggreen & Finn, Chicago. 


Research Shows Postwar 


To the Editor: We will be very) Product Opportunities 
glad to receive 20 copies of your | 


To the Editor: We are very 
interested in the reference to 
processed woods and paper men- 


tioned in your news columns in 
the July 10 issue. Under the 
|heading “Furniture Makers See 


| Full Display by Next January,” 
|mention is made of processed 
| woods “that are 90% as hard as 
| steel, cannot burn, can be welded, 
|and come in all sizes, colors and 
/combinations.” Reference also is 
'made to papers “compressed so 
|hard they can be made into ma- 
|chine gears for noiseless opera- 
| tion, others tough and waterproof 
| washable, of high tensile strength 
{that will hold oil and liquids.” 

| We would like very much t 
know the sources of procurement 
for these items. We realize that 
very likely their production wil! 
await the end of the war, but wé 
would like to contact these source 
in the meantime regarding ou 
needs. 

We hope that you may be able 
to obtain this information an 
wish to compliment you on the ef 
fective news presentation in you 
paper. 


Davip H. SALZ, 


Angel Novelty Company, 
Fitchburg, Mass. 

[Editor’s Note: New kinds o 
plastics, processed woods, pape 
and textiles are among the “60/ 
New Things Coming After the 
War,” compiled by the Busine 
Bourse, 80 W. 40th St., New Yor 
The view that war techniques 
handling wood, plastics, etc., prob 
bly will not have an immediat 
effect was expressed at the recen 
Chicago summer furniture market 
but the same authority said “v 
can expect a long-pull develop- 
ment well worth watching.” | 
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4 GOOD FIGHi... 


is a sure way to attract interest in Los Angeles! The recent 


Golden Gloves matches, sponsored by THE TIMES, 


example, provided 90 top-notch fights . . . sent our first 
team to Eastern finals . . . grossed over $12,000 for war 


charities and service organizations. And proved again 


Los Angeles Times creates “interest for all.’ 


“MEASU 


a 


= 


Sex 
steatix, 


for 


the 


Today it’s difficult to measure a newspaper by the usual 
standards. Though circulation of the Los Angeles Times 
is at a record high and advertising lineage strong, paper 
rationing keeps both from sky rocketing to even greater 


leadership. 


But there’s another measure—one that indicates the 
strength needed for the long-haul, postwar period. It’s 
INTEREST. The interest a newspaper creates for and 


receives from its readers. 


How does THE TIMES rate by interest? You can 
measure that by the record-breaking thousands who 
attend the year ’round, Times-sponsored activities. 
There’s variety in these events—sports, gardening, music, 
military spectacles and home-making — something for 


everyone. 


And that interest for all—workers and executives, 


secretaries and housewives, farmers and merchants — 
gets all-round response. It’s what marks the Los Angeles 


Times as ‘‘Everybody’s Newspaper.”’ 


Los Angeles Times 
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‘Guard’ to Help 
Taylor Advertise 


“customers who recognize the su- 
perior flavor of Government 
House rum and who will continue 


to buy it tomorrow as well as to- 


Gov't House Rum 


New York, July 11.—Introduc- 
tion of a new trade character, 
“Government House Guard,” is 
the theme of a summer campaign 
W. A. Taylor & Co. has scheduled 
in leading newspapers in selected 
markets along the eastern sea- 
board to promote Government 
House rum. 

Creation of the “Guafd” in an 
appropriate tropical uniform and 
the start of this drive are the first 
steps in a long-range program. 
Many people are buying rum as a 
substitute for unavailable alcoholic 
beverages, according to L. Bonna- 
foux, . vice-president of W. A. 
Taylor, and this drive is aimed at 


ay.” 
Featuring the phrase “Guard th 
flavor of your rum drinks .. .”, 


the ads show the trade character 
guarding popular rum drinks. The 
“Guard” is available in display 
form for stores and restaurants. 
Charles W. Hoyt Company is the 
agency. 
Pomona Pump Moves 
Administrative offices of Po- 
mona Pump division of Joshua 
Hendy Iron Works, Sunnyvale, 
Cal., have been moved from 
Pomona to the home office in 
Sunnyvale for a consolidation of 
administration. Affected by the 
change are the sales, engineering, 
purchasing and accounting depart- 
ments. 


When You 
Think of 


NEW ORLEANS 


... You Think of well over 


“ 


000,000 TONS ot DELTA SHIPS 


MADE IN NEW ORLEANS 


The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


CBS AFFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENCY, 


_ -- a 


New Orleans 


WWL—LAND 


WWL Dominates the NEW Deep South— 
Headed for PERMANENT Prosperity 


INC, 


‘Heads Cleveland IM’s 


| Other officers are: Walter Butcher, 


Advertising Age, July 17, 


s ’ 
La Presse’ Rates Up Bunker to Foxboro 
E. B. Bossart, advertising man- La Presse, French language | Paul G. Bunker, formerly 
ager of Bailey Meter Company, | 2€Wspaper published in Montreal, | vertising and promotion mana 
has been elected president of the has issued rate card number nine, | of Armstrong Cork Company, L 
Industrial Marketers of Cleveland. effective Oct. 1, with a raise in| caster, Pa., has been named di: 
| advertising rates based on in-/tor of publicity and advertising 
creased circulation. |the Foxboro Company, Foxb: 


a eo | Mass. 
(Plan Printing Exhibit | emai ns 
| Associated Printers & Litho-| Tuvache to Glicksman 
|graphers, St. Louis, will sponsor Tuvache, maker of perfum: 
ia “Cavalcade of Printing” exhibit| New York, has appointed Glic! 
featuring displays of printing and|man Advertising Comnpany, N: 
| graphic art equipment in St. Louis,| York, to handle its advertisi; 


| Nov. 3 to 11. National magazines will be us« 


vice-president, Bayless-Kerr Com- 
pany, named vice-president; Harry 
Grinton, regional vice-president, 
McGraw-Hill Publishing Com- 
pany, associate vice-president; and 
W.S. Leech, vice-president, G. M. 
Basford Company, secretary-treas- 
urer. 
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J “Adolescence hasn't upset our family 


1dvertising Age, July 17, 1944 


M cGraw-Hill Asks 
Users to Drop 
Fleed Insertions 


Jew York, July 12.—In a no- 
to advertisers, Howard Ehr- 
executive vice-president of 
\| Graw-Hill Publishing Com- 
» ny, warns that the paper short- 
threatens bleed advertise- 
nts and suggests that plates 
y being prepared for use in is- 


sues of any of that company’s pub- 
lications from September on elimi- 
nate “all two-color bleed adver- 
tisements in which the color is| 
carried out beyond the publica-| 
tion’s standard type page dimen- 
sions.” 

Time and Life publications have 
restricted black and white bleed 
advertisements for about a year 
but other publications such as Mc- 
Call’s, Redbook, Iron Age and 
Collier’s are not contemplating 
any special bleed-page restrictions 


on current schedules. 


Davey to Clark 


Allan C. Davey, formerly sales | 
vision 


manager of the Wisconsin Public 
Service Corporation, has _ been 
named sales manager of the Clark 
Water Heater division of McGraw 
Electric Company, Chicago. 


Huntington to Doremus 


D. E. Huntington, formerly with 
the public relations office of Elec- 
tro-Motive division of General 
Motors, has joined the Chicago of- 
fice of Doremus & Co. 


William G. Leiser, Southern di- 
sales promotion manager 
of Seagram Distillers Corporation | 
for the past two years, has been 
named export manager of the 
company in New York. 


Seagram Names Leiser | 
| 


| Lay Joins B&B | 


Robert J. Lay, former copy chief 
of Gotham Advertising Agency, | 
New York, has joined the copy 
staff of Benton & Bowles, New|} 
York. 


e ee thanks to Better Homes & Gardens. Sitting here, listening to what 
this child with a woman’s instincts is saying about her date... listen- 
ing even more intently to the silences between her words for what 


she is feeling ... I am thinking how fortunate we are that she still 


comes to us with her problems. 


“IT am thinking of how her trust in us has been built—with the 
guiding hand of Better Homes & Gardens. How its sensible articles 
on child and parent guidance have enabled me to keep my balance 


time and again, when a wrong word on my part might have cost me 


my daughter’s confidence. It has taught 
me to make this home of ours give 


her the sense of security she wanted 


ee 
“a Y v when she was small—and a place to 
mes 
) (lt pertet ’ mas . . . . 
Y 5 es 2 which she is proud to bring her friends 
w s 
\\a su 
ca Y we a> 
hoes enol a more ent now that she is older. 
ne “fe oO no 
sat ed as me af _ eal p) er vin’ 
"fi ang pethet - and i emem™ 
a in : te 
yy cone gd COME suidae™” perediD I have much to be thankful for, thanks 
. n S- 
gat ai care , wa piae 
men's OF | out sow? to Better Homes & Gardens.” 
q {kin : moines 
Cot any: Me 


” 


~~ Better Homes 


& hardens 


America’s Family-Service Home Magazine 
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MARKET 


A. 
SHREVEPORT 


TIMES STATION 
“ 
50,000 WATTS 


LLTHE BRANHAM.CO. | 
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‘Good House’ 


Uses Newspapers 


to Warn Canners 


New York, July 11. — Good 
Housekeeping has scheduled every 
daily and weekly newspaper in 
the country, and general weekly 
magazines and trade publications, 
through Young & Rubicam, to 
warn home canners of the danger 
of botulinus food poisoning. An 
editorial in the magazine’s August 
issue also will carry this warning. 
The newspaper list includes 1,598 
dailies and 8,200 weeklies. 

“The only safe way to can low- 
acid vegetables—which means all 
vegetables except tomatoes,” the 
ad points out, “is by the correct 
use of a pressure cooker. 

“If you don’t already own a 
pressure cooker, you'll be glad to 
know that the government is al- 
lowing the manufacture of 400,000 
new cookers for sale this summer, 
without priorities. If you can’t 
buy a pressure cooker, borrow 
your neighbor’s ...or perhaps 
you'll find one available through a 


community canning group.” 

Home canning of the products of 
Victory gardens last year, it is 
said, resulted in epidemics of botu- 
lism in several sections of the 
country, with a number of deaths 
attributable to it. For informa- 
tion on “safe methods” readers are 
asked to write Good Housekeeping 
Institute, New York. 


Allen Joins Kudner 


George H. Allen, formerly an 
account executive with McCann- 
Erickson, New York, has joined 
the service staff of Arthur Kud- 
ner, Inc. Previously, Mr. Allen 
was copy chief of Pedlar, Ryan & 
Lusk, Inc., and later account ex- 
ecutive on A&P at Paris & Peart, 
New York. 


Hart Joins Erwin, Wasey 


Col. Charles Hart, formerly pub- 
lic relations counsel of the Air 
Transport Association and pre- 
viously director of the 1942 Army 
war show for the Army bureau of 
public relations, has joined Erwin, 
Wasey & Co. as an executive on 
the Air Transport Association and 


Air Express accounts. 
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find uying a 


oy 


_ 
n 


Men and women in the armed forces, many 
with families, are moving to unfamiliar sur- 


roundings. People in war work are finding 
themselves in new industrial centers. Busi- 
ness executives are often called to other 
cities. 

Where do they find helpful buying and 
service information? The answer is “in the 
Classified.” The popular ‘yellow pages’ of 


the telephone book help find living quarters 


strangers 


» en at 


service in 


SREP 
Ss 


» et 


ee ae 


and local trades-people, 


intown 
formation? 


as well as authors, 


ized dealers for trade-marked products. 


Trade Mark Service is an important way 


of identifying your dealers in local markets 


... to make service easily available to stran- 


gers as well as regular customers. See details 
in Standard Rate and Data, General Maga- 


zine section, under “Telephone Di- 


rectories.” Or call on 


telephone company Business Office. 


your local 


Advertising Age, July 17, 19 


CALVERT'S SHELF FILLER 5 


N\N\y 
NY 
Honestly, if we 
don’t have your 
favorite brand 
today, we're as 


sorry as you are! 
BUT WE CAN’T 
HELP IT... 


Every bottle we sell 
comes from a reserve 
stock thot must last 
until after the war. 
No whiskey has been 
made since Oct., 1942. 
This shortage isn't just 
here in our store. 
nationwide! 

Your favorite brand 
still keeps coming... 
a few bottles at a time. 
So keep asking and 
we'll keep trying to 
supply you! 


Sincerely yours 


Clear Heads Choose 


To help liquor dealers and local bars 
maintain customer good will during the 
liquor shortage, Calvert Distillers is 
distributing these signs explaining why 
“your favorite brand" is out of stock, 
as well as life-like cardboard bottles ef- 
fectively displaying the Calvert brand 
despite the lack of merchandise. 


Frank Smith Elected 
Benton & Bowles V.P. 


Frank Smith, since June, 1942 
executive on the Procter & Gamble 
account for Benton & Bowles, New 
York, has been 
elected a_ vice- 
president of the 
agency. 

For three 
years prior to 
joining the 
agency, Mr. 
Smith was vice- 
president in 
charge of pro- 
duction with 
Leo Burnett 
Company, Chi- 
cago, and asso- 
ciate advertising manager of the 
cereal division, General Foods 
Corporation, from 1932 to 1939. 


NERA Opens Office 


National Electrical Retailers 
Association has established heai- 
quarters in the Merchandise Mat 
Chicago, with M. R. Rodger as c)- 
ordinator, and is planning a n-- 
tionwide membership drive. 


Frank Smith 


If it’s 
A TEST 


you want... 


TAKE 


NEW HAVEN 


The Register is rated* + ¢ 
7th test market in the U. 
—z2nd in New England. W 
a minimum oost you ree 
urban and suburban popu 
tion. 


“Independent Survey of Providence Bull: 
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IN STEPH 
ME. With songs th 


touch, 


FIRST ro maze NEW MILLIONS 


Stephen Foster did not write the first folk music in America. There were songs of the 
mountains, the sea, and the plains, songs of the native lands of millions of emigrants. 
Foster wrote the songs that fused these people into one heart, one nation. When northerner, 
plainsman, emigrant, and sailor raised their voices to sing “My Old Kentucky Home,” 
they sang as Americans—they sang a new home-song, of their new, their native land. 

Foster's music unlocked a language of its own, it had a common touch that was 
the first to make new millions listen, learn, and respond. 

In America today there is another and newer route to the heart of the big section 
of America represented by the vast Wage Earner audience. It’s the route built by the 
-ommon touch of one magazine, 25 years old this year. With its simple credo, its eye- 
o-eye editorial sincerity and simplicity, the magic of its common touch, True Story has 
orought a new magazine audience into being. It not only created, helped, inspired, and 
ouilt up a multi-million audience of its own; it fostered the growth of millions more for 
ther new magazines, influenced the pattern of older magazines, the thinking of movies, 
radio, newspapers, and advertising itself. 

True Story was never so influential in the Wage Earner market as it is today. A look at 
any current issue shows how that influence is being directed. In our time, when close 
touch with Wage Earner America is so needed, be it for national unity or for sales 
volume, True Story’s meaning to the common man of America has become extraordi- 
narily important. 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE T R lj ' STO RY 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE IN PRODUCING THE AMERICA WE WANT. 
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Hanly Company, New York. from 9:40-9:45 a.m., CWT, to 


Idi H lbros | Heibros Watch Company has/9:25-9:30 a.m., CWT. J. Walter 
Da Ind, e discontinued its half-hour weekly | Thompson, Chicago, handles the 


|\“Pick & Pat Time” series on Mu-|advertising for Libby, McNeill & 


L } | tual, replacing it on the same net-| Libby; Sherman K. Ellis & Co., 
Sponsor Summer work July 16 with an audience|is the agency for Quaker Oats. 


JACKSON © | 
MUEISSISsIPP! @ 


JACKSON 
INDUSTRIAL CENTER 


Mississippi is now recognized as 
the industrial frontier of the New 
South. Industry is moving south, 
where manpower, climate and 
abundant raw products offer stable 
prosperity. Jackson, center of the 
state's governmental and agricul- 
tural activity, is also the head- 
quarters of Mississippi's industrial 
development. Over 240 different 
products are now being manufac- 
tured in Jackson alone. 

WSLI offers you effective cover- 
age of this ‘‘Double-Return’ mar- 
ket—at less cost. 


this week as summer 


|Spalding’s, maker of 


| 


|of NBC’s . sustaining 
‘Here’s Babe Ruth” 


participation quiz program, “Quick : ae : 
as a Flash.” Helbros will use 26 American Dairy Renews 


Mutual stations, Sundays, 6-6:30 The American Dairy Associa- 
efwor OWS p.m., EWT, until Sept. 10, when | tion, effective July 30, has renewed 


‘it will expand to 116 outlets.|“‘The Voice of the Dairy Farmer” 
“Quick as a Flash” will feature |on NBC for 13 weeks. Heard Sun- 


New York, July 14.— Among} guest actors presenting mystery|days, 12-12:15 p.m., CWT, the 
|new network programs announced | dramas. Agency is William H. | program features Clifton Utley, 


fare are) Weintraub & Co., New York. ‘new commentator, and Everett 


\. 
For the second successive year, 


| quipment, will sponsor 13 weeks | Blue Shows Change Time 


|those sponsored by A. G. Spald-| The “Sinclair Quiz Club,” spon-| Mitchell, agricultural director for 
‘ing & Brothers, and Helbros| sored on WBBM, Chicago, begun | the NBC central division. Agency 
| Watch Company, New York, — July 15, will be heard Saturdays,|is Campbell-Mithun, Chicago. 

|Sinclair Refining Company, i-|9:45-10 p.m., CWT. Contract . A 
|cago, will offer a local quiz pro-| for the 52-week series was placed Planters Shifts Time 


through Hixon-O’Donnell Adver- Sponsored by Planters Nut & 
tising, New York. Chocolate Company, Wilkes-Barre, 
Pa., “The Adventures of Bill 
Lance,” currently heard Sundays, 


sporting 


series of| A change of broadcast time for|9:30-10 p. m., PWT, on a CBS 
programs. | two Blue Network programs takes | Pacific Coast lineup, switched to 


|The program will begin July 29,| effect July 17 when “My True|a Wednesday broadcasting spot 
|:o be heard on the full network. | Story,” sponsored by Libby, Mc-|after the July 16 program. 
| Saturdays, 10:30-10:45 a.m., EWT.| Neill & Libby, Chicago, heard each 


| 
BLUE NETWORK Other Spalding plans include| Monday through Friday, moves | Van Camp Cuts Network 
sponsorship of the national tennis|from 9:15-9:40 a.m., CWT, to 9- Government restrictions on the 
WEED 4 COMPANY natches at Forest Hills, L. I., Sept.| 9:25 a.m., CWT., and “The Aunt|use of tin have caused Stokely 


NATIONAL REPRESENTATIVES | *-4. on a special 30-station hookup.| Jemima Show,” sponsored by the} Bros. & Co., Indianapolis, to cut 


Agency for Spalding 


is 


Ferry-|Quaker Oats Company, shifts|the “Luncheon with Lopez” series 


a ‘ 
[ AaBeiTHASH KV. [7 


RABBITHASH, KENTUCKY... .«<anhabited Piace” 


Save for the whimsy of its name, 


No one would ever notice Rabbithash. 

Even the placid Ohio, 

Flowing endlessly down its valley, 

Spares but a sidelong glance as it passes... 
So many similar places has it seen 

Along its banks. 


The general store; 

Its bench of boxes with a plank across; 
The unshod youth beside his ancient car; 
The leisurely villagers, 

Lolling in the heat of day, 

Suggest, not merely Rabbithash in 1944, 
But any one of thousands of such towns, 
On any summer day 


Of any year within a generation. 


Only the rusting petrol pump, unused since rationing, 
And the starred flag in the window, 

Speak of today. 

Only the topics of debate 

Around the forum of the general store— 
Cherbourg, Saipan, the hateful rocket bomb; 

Or Dewey’s presidential chances— 

Remind that this is 1944, 


Yes... Rabbithash is just another place 

Without importance in a big and busy world... 

Except to those whose world begins and ends 
right here, 


WLW 


The Nation’s Most Merchandise-able Station 
DIVISION OF THE CROSLEY CORPORATION 


And to us. 


Advertising Age, July 17, 19 


|for Van Camp foods from thri 
| weekly, 1:30-1:45 p.m., EWT, 

| Fridays only, for a 13-week perio 
Program is heard on 123 Mutu 
stations, with the reduction 

|time to start July 28. Agency 
'Calkins & Holden, New York. 


Sponsors ‘Barn Dance’ 


Hunt Brothers Packing Con 
pany, San Francisco, beginni; 
| Aug. 6 will sponsor ‘“Hollywo 
Barn Dance,” half-hour Sund 
evening variety program, on KN 
KQW, KARM, KGDM, KO! 
KIRO and KFPY, Pacific Co; 
stations of CBS. Contract for 
weeks was placed through Garfi 
& Guild, Advertising, San Fra 
cisco. 


Jergens Takes Program 


Sponsored by the Andrew J« 
gens Company, Cincinnati, O., 
new comedy-mystery program 
originating at KNX, Hollywood, 
will be heard Thursdays, 9-9:30 
p. m., PWT, beginning July 20, 
over the Pacific Coast CBS Sta- 
tions KQW, KARM, KROY, 
KGDM, KOIN and KFPY. The 
contract is for 52 weeks. Lennen 
& Mitchell, New York, is the 
agency. 


Borden Takes Blue Show 


“Fannie Hurst Presents,” a new 
series of weekly radio dramas nar- 
rated by the author of “Back 
Street,” ‘““Lummox” and other best 
sellers, was launched July 8, 
sponsored by The Borden Com- 
pany for Hemo, on the Blue Net- 
work, 9-9:30 p. m., PWT. Agency 
is Young & Rubicam, New York, 


AMI on Nighttime 


The American Meat Institute's 
| half-hour comedy program, ‘The 
|Life of Riley,’ moved from its 
| noon-Sunday spot to 7 p. m., PWT, 
|Sunday nights, starting July 9. 
| Agency is Leo Burnett Company, 
| Chicago, 


| Schutter Renews 


Schutter Candy Company, Chi- 
cago, maker of Old Nick and Bit- 
O-Honey candy bars, has renewed 
the “Starring Curt Massey” pro- 
gram for 52 weeks. Broadcast on 
the full NBC network, the pro- 
gram originates at Chicago on 
Saturdays at two time periods— 
4:45-5 p. m., CWT, and 5:30-5:45 
p. m., CWT. The contract re- 
newal, effective July 22, was 
placed through Schwimmer & 
Scott, Chicago. 


‘Hallas, Rambeau 


Join Nash-Kelvinator 


Howard E. Hallas, for the past 
two years with Carl Byoir & As- 
|sociates, Chicago, has rejoined 
| Nash-Kelvinator, Detroit, as as- 
|sociate director of public relations. 
|He had previously been’ with 
| Nash’s public relations staff. 

Lawrence D. Rambeau, former!) 
with Glenn L. Martin Company, 
| Baltimore, has joined the adver- 
| tising and sales promotion staff of 
ithe Kelvinator division to direct 
| postwar sales training. 


ft \ R 


COLLINS, MILE 
& HUTCHING 


PHOTO-ENGRAVER | 
IN CHICAGO 
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IGHT now, she can't plan much. She’s 


making do with what she has. 

She’s coaxing along a cranky washing ma- 
chine that is tired of life. Camouflaging the 
worn living-room sofa with bright chintz 
slip covers. Frying this morning’s bacon in 
the old dented frying pan, because you can't 
buy copper skillets these days. 

But she’s hungering for the time when she 
can shop and order and buy like mad. Then 


—a ruffle-trimmed apron. Anew white kitchen 


of her own. Youngster and a dog on the lawn 
outside. A drive into the quiet country on 
Sunday afternoons. That hunger will make 
her the greatest replacement market the 


world has ever seen. 


She’s building a solid foundation for this 
postwar shopping era—with good hard cash 
in the bank. She’s seeing her future, straight 
ahead. And through her eyes, you see the 


future of America. 


She and her family buy over 93,000,000 


EME 


Fawcett Magazines a year. Magazines which 
we edit, accurately and exclusively, for her 


and her family alone. 


ok * * * 


FAWCETT PUBLICATIONS, INC. 


publishers of True Confessions. Movie Story, Mo- 
tion Picture, Life Story, True. Mechanix Illustrated, 
and Fawcett Magazine Comics, consisting of Cap- 
tain Marvel. Captain Marvel, Jr., Don Winslow of 
The Navy and 5 others. 1501 Broadway. New York 
8. N. Y.—360 N. Michigan Ave.. Chicago 1. Il. 
Edward S. Townsend Co., Pacific Mutual Blde.. 
Los Angeles, 11—Russ Bldg., San Francisco 4. 


The middie class is the class of America 
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It youre tempted to qu 
in the heat of battle... 


OLL UP your sleeves and resolve to put up 
more food than ever, this year. 


For there’s never been a time when your con- 
tribution to the nation’s food supply counted 
for so much, 


Every ounce of home-preserved food is 
urgently needed. Your Government asks you 
not only to equal your last year’s record but 
to top it, if possible. 

In this important job, we, at Good House- 
keeping, aim to continue helping you all we 
can. 

It would be a simple matter for us merely 
to present a digest of all the current data on 
canning, freezing, storing, etc.—and_ this 
would be of service to you. 

But it wouldn’t be Good Housekeeping 
service. 

We think it’s up to us to investigate ideas, 
methods, and products—try them out—assure 
ourselves of their usefulness to you, and of 


their safety . . . before we present them. 


Yn behalh; of your safely 


Good Housekeeping first warned its readers 


as to the dangers of botulinus food poisoning 


- 
"> 


wail SS. Ne, 


te 


We taste test rings made of reclaimed rubber. No, we 
don’t eat them—but we do seal jars of food with 
them, then taste to see whether this kind of rubber 
imparts noticeable flavor. 


in 1925—and again and again has repeated 
the warning—to can all low-acid vegetables ... 
and that means all vegetables except tomatoes... 
by pressure cooker only. 

This year we go even further... 

Because there are so many beginners doing 
home canning, we are going outside our own 
pages to issue country-wide advice on home 
canning. 

In 8290 weekly papers and 1538 daily 
papers, from coast to coast, we are printing, 
at our own expense, the message you see 


below.* 


Before you begin your 1944 canning, Good 
Housekeeping Magazine wants to advise 
you: use the boiling-water bath Method 
for tomatoes and fruits, only. The only 
safe way to can all vegetables except to- 
matoes is by the correct use of a pressure 
cooker because that’s the only way you 
can be sure of killing botulinus germs. In 


CAUTION ABOUT BOTULINUS FOOD POISONING 


the last few years, cases of botulinus food 
poisoning have cropped up in widely dif- 
ferent parts of the country. Buy, borrow, 
share a pressure cooker—but don’t can 
low-acid vegetables any other way. If you 
want further information, write Good 
Housekeeping Magazine, 959 Eighth Ave- 
nue, New York 19, New York. 


This we consider part of our wartime re- 
sponsibility to you, the women of America. 


Another safeguard for you—we consistently 
refuse to accept advertising which recom- 
mends oven canning. 

Why? 

Because repeated evidence of explosions 
and serious accidents has made us militant 
pioneers against this canning method, in our 
editorial and advertising pages, both. 


It didn’t take a war to interest us in the proper 
and safe techniques of home canning. 


But, naturally enough, the war has made 
our investigations along these lines even more 
exhaustive. 

And all the studies we do, all the compari- 
sons we make, serve one end: to win your full 
trust and to hold it. 


Remember, too, that what we advise edi- 
torially is also a yardstick against which every 
advertisement in our pages is measured. 

No other magazine—we say it with confi- 


dence—goes to such lengths to get facts that 


Good Housekeepin: 


Bureau 


FOR VICTORY w& BUY JU. 


The Homemakers’ 


of Standards 


Ss. 


When great-grandma canned and pickled and pre- 
served, the job was lots harder and more uncertain 
than it is under modern methods, as explained : 
Good Housekeeping, 


4 


will make the problems of daily living simp « 
for you. 

We try constantly to protect you agai 
what’s harmful, to guide you toward wh: 
desirable. This is as true of our advertis 4 


t 


pages as of our editorial matter. 


La. 


If we have a creed, it is expressed in 
words of this pledge—a pledge we intend to 
repeat as long as Good Housekeeping 1: 
print: 

That at no time, and not for any r @* 
son, or any profit, will any page of 
Good Housekeeping —editorial or | - 
vertising —trade unfairly on your tri ¢- 


oR ge 
quiet o fFUND of > 


Ss 

* Guaranteed by 

Good Housekeepi! 
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OTHER FEATURE: 


F cARIJOE . . . . BUSINESS CHART OF THE WEEK . . . . THE PAY-OFF.... . 


/4e Creative Wane Corner 


ymething decidedly new in general ad- 
ve tising is the column at left in the 
Aymour advertisement reproduced here 
frm the July McCall’s. 

rhe column is signed by George A. 
f. <twood, president of Armour & Co., and 

s noted as “the first of a series of 

ements on the American system of 


e@eeneee 


Modern Business 
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to compete with 1200 other packers. . . 

“If, instead of present day mechanical meth- 
ods of converting livestock into meat, there 
should be a throwback to the primitive pro- 
cesses which prevailed early in the nineteenth 
century at country slaughter houses or on 
farms, famine would result. Armour labor- 
saving innovations, such as the huge conveyor 
chain for moving meat carcasses a device 
which inspired the famed mass production as- 


Another hearty dinner with 
erica’s best-tasting bacon! 


: me Am 


The recipe b 


sch vag 


free enterprise which makes possible such 
institutions for service as Armour & Co.” 

Under the heading Modern Business as 
a National Resource Mr. Eastwood says: 

‘The wartime record of American industry 
has created a new world wide respect and en- 
thusiasm for its tremendous productive ca- 
acitv, 

“Marshal Josef Stalin himself, despite ideo- 
ogical differences, has doffed his hat to the 
effectiveness of the American competitive 
ociety. 

“In the effort to produce more and better 
goods and to sell them to more people for less 

oney, American industry has gained the 
know-how’ which in normal times lifts the 
well-being of 35 million American families to 
inparalleled heights, and which in wartime has 
siven the United States leadership in the race 
produce munitions of victory. 

Thus the useful modern corporation works 
for the nation as a whole—not merely for its 
own stockholders. 

As a typical creative member of the Ameri- 
in enterprise system, Armour & Co. has a 

ler and more humane mission than merely 


ARMOUR 


and Company 


sembly line technique in the automobile in- 
dustry—are indispensable equipment for pres- 
ent day civilization in war and in peace. 
“The improved capacity to produce and dis- 
tribute meat and allied products, which the 
packing industry has built up through the 
years, has become one of the most important 
and indispensable resources of this nation.” 


Not unlike the business philosophy that 
once was read into the Ford Sunday 
Evening Hour radio programs by Mr. 
W. J. Cameron, Mr. Eastwood’s message 
is presented without detracting in any 
considerable way from the straight prod- 
uct selling which continues a campaign 
that currently is the best read in the 
women’s magazines. 

It is an interesting attempt to tie in a 
story that so far seems to have been very, 
very hard for any industry to tell. If it 
is successful, the device will surely be 
copied. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


Ir 


this department, basic principles which have proved their value in mail 


order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
ar invited. Whenever possible they will be answered here. 


By THE MAIL ORDER MAN 
‘hat are the practical limitations as 
‘to p-oducts that can use mail order adver- 
t * profitably? Can any and all prod- 
uct. be advertised effectively this way?” 
ask a reader. 
im glad he put in the qualifying 
s, “profitably” and “effectively” for I 
d have to add them if he had not. 
direct mail leader used to emphasize 
logan, “Anything that can be sold can 
ld by mail.’”’ I could paraphrase that 
ad, “Anything that can be advertised, 
be advertised at least occasionally by 
‘t response advertising.” 
rtainly the list of articles frequently 
~ mail order advertising is very wide 
‘mingly almost all-inclusive. Among 
I have noticed are refrigerators, 
lry, insurance, old stamps, dental 
cleaner, dress patterns, trees and 
ts, stationery, photograph enlarge- 
ts, insulation, rugs, greeting cards, 
dye, yarns, clothing, window clean- 


ers, tools, birds, house water systems, 
radios, books, wall panels, reducers, 
chickens, tooth drops, corn remedies, 
building lots and homes, resorts, colleges 
and correspondence schools. 

But there are some practical limitations 
as to products that can be advertised 
profitably and continuously by mail order 
ads—certain classes of products seem not 
well fitted to them. 

Low-price units of wide distribution— 
such as tooth paste, common food items, 
gum, etc.—and staple goods are two 
groups of this kind. Another is high- 
price, class items such as automobiles, 
pianos, better-grade clothing, etc. 

The distinction, I think, is not primarily 
on price, for Haldeman-Julius has proved 
the effectiveness of this method with five- 
cent books (although even he requires a 
minimum purchase of 20 books). But it 
would be very difficult to make a profit by 
selling items for a dollar or less by mail 
order advertising. What they require is 


reminder or name advertising. 

And some high-price items have been 
advertised successfully this way—witness 
refrigerators and Scott radios. 

The distinction seems to rest more 
largely on the established method of dis- 
tribution and on people’s habits. Gum, 
food items, Coca-Cola, cigarets, etc., are 
sold on every corner—it is not necessary 
or efficient to interject another step (re- 
sponse and answer) in the distribution 
process. 

With the high-price items, people com- 
monly want to see and examine before 
they buy. And they have become accus- 
tomed to going into the showrooms and 
being sold. It would be possible but dif- 


ficult to change them in this regard. 

One rough classification of the distinc- 
tion might be between staple goods and 
specialties. Most of the articles using 
mail order advertising are specialties— 
unusual products or services bought only 
occasionally or by special groups of the 
public. Another factor might be the loca- 
tion of prospects for the product as re- 
gards distance from sales offices or stores 
or, stated from another angle, few or in- 
convenient distribution points for personal 
contact. New items, too, can sometimes 
be introduced by mail order advertising 
and then switched over to general adver- 
tising as they become better known and 
widely distributed. 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or potnt 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

Advice is easy to give, Joe, and you 
have been told a lot of things about 
changes in the advertising business in 
your absence. I think there are two things 
clear on the home 
front: 

(1) Business has 
a responsibility to 
take care of you, 
and help you adjust 
yourself, Joe, for 
your peacetime job. 
(2) Advertising and 
public relations as 
constructive forces 
in influencing peo- 
ple to buy war 
bonds, to give blood, 
to save paper, metal, 
etc., have performed with distinction. ” 

There have been a few exceptions— 
unwarranted flag waving, a few “war 
balmy” campaigns—but for the most part, 
Joe, the government and the people them- 
selves have put their OK on the fine job 
of informative advertising and public re- 
lations done by business. 

But, Joe, has it occurred to you the 
really big job you have in coming back? 
Has it occurred to us to tell you of your 
responsibility in returning to advertising 
and business? Most men in the service 
want to forget what they’ve seen—the 
noise of the battlefield, the nerve-racking 
experience of bombings, the slaughter of 
civilians, of buddies, the tortured sweat- 
ing hours of suffering in bare hospitals— 
these you want to forget. Medals for 
valor are “nothing.” ‘We did the best 
we could—we did what anyone else could 
have done.” 

Joe, if we are to stay prepared against 
future wars, bring this one home to us. 


S. S. Preston Jr. 


If you believe in the free enterprise you 
fought for, bring home the sacrifices you 
and your buddies have made. There may 
even be some in this country in various 
walks of life who are more interested in 
themselves and money now than they are 
in you. Joe, you are the guy who can 
correct this. Don’t exaggerate—don’t gild 
the lily, don’t get conceited, don’t lose 
your patience—because all home folks 
don’t think as you do. But, Joe, you have 
the largest public relations job to do. It 
shouid capture your imagination. “Aw 
the war’s over—let’s forget it,” you say. 
Yeah, Joe? We did that 25 years ago— 
that’s why we’re at it again. 

Joe, you’ve got to bring home more 
than the humor of K. P., or getting away 
with an overextended pass—even more 
than the Horatio Alger thrills of downing 
a score of enemy planes. It’s not medals, 
Joe. It’s not the heroism. It’s the horror 
of the grim face to face with death. Re- 
member, Joe, the appeals of death and 
horror have moved millions of civilians 
to drive more slowly—to buy new tires, 
to take out more fire and life insurance, 
to have their brakes relined. It is “fear 
copy.” Our politicians, our business men, 
and even our families need to know the 
truth. Joe, you’re the ambassador of 
peace for the coming generation. 

Business will try to uphold its responsi- 
bility to you, Joe. 

Will you bring home realism to civil- 
ians Joe—for their good and yours. Will 
you make business, the government and 
the people realize that you have a right to 
the freedom and free enterprise for which 
you fought. 

S. S. PRESTON JR. 
Vice-President, John Falkner 
Arndt & Co., Philadelphia. 


Percent of Electrified Farms to Total--- Jan.1,1944 
U.S. Total--- 44.9% 


--- Cowntry Gent/eman 
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Piper Heads CIAA 
Robert N. Piper, advertising 


manager of Cincinnati Bickford 


Tool Company, has been elected | 
president of the Cincinnati Indus- | 


trial Advertisers Association. Also 


elected were: A. J. Kohn, Schauer | 


Machine Company, and Walter 


Rybolt, R. K. LeBlond Machine | 


Tool Company, vice - presidents, 
and Don Hertke, Du Bois Com- 
pany, secretary-treasurer. 


SURPRISING 


FACT ABOUT NEGROES 


is what a great job their spending does 
in offering opportunity to advertisers. 
Here's a 7-billion dollar market, yes 
7-billions a year. Are you overlooking it? 
Perhaps your competition is, too. That 
doubles the opportunity for you. So drop 
a postcard or letter today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and let us 
send you some startling, profit-revealing 
facts about what the Negro Press can do 
for you. 


eo 


Sees Arbitrary Treatment of 
Ad Expenses in Settlements 

Washington, July 13.—The set- 
tlement formula for advertising in 
contract terminations currently 
favored by many military fiscal 
officers limits contractors, except 
in special cases, to claims no 
higher than their average 1936-40 
expenditures. 

It may be assumed that termi- 
nations, handled by resident audi- 
tors and contracting officers, will 
be far more arbitrary than the fa- 
miliar renegotiation settlements, in 
which special boards made up of 
business men apply allowances 
based on Internal Revenue find- 
ings. 

For firms partially engaged in 


By STANLEY E. COHEN, Washington Editor 


commercial activities, claims will 
be held to less than the prewar 
average, for the government in- 
sists that non-war business carry 
the same advertising costs that it 
did before the war, even though it 
may now represent a smaller por- 
tion of total business. 

Here’s what would happen to a 
firm that formerly did $10,000,000 
worth of business a year, and 
spent $1,000,000 for advertising, 
assuming that it now does $20,- 
000,000 worth of business, includ- 
ing $5,000,000 of commercial, and 
spends $2,000,000 for ads: 

Arbitrarily it must pay the $1,- 
000,000 increase in advertising 
itself. In addition, since it does 
50% of the non-war business it did 
before the war, it must pay from 
commercial business $500,000 of 


the advertising that the govern- 
|ment was willing to consider. 
Finally, the remaining $500,000 
must be pro-rated among all of its 
|government contracts, with the 
|terminated contract carrying only 
|its proportionate share. 

es oe  & 

Trend: Army order last week 
promising only short-term con- 
tracts further strengthens the posi- 
tion of resident contracting officers 
who can force periodic price re- 
visions. 

Battle: When Congress finally 
gets to surplus property legisla- 
tion, probably not until after elec- 
tion, business organizations will 
ask that management get repre- 
sentation on the surplus property 
policy board. Refusal: John Han- 
cock, co-author of the Baruch 
report, turned down Congression- 
ally-created job of termination ad- 
ministrator. 

Available: Rumors of Chet 
Bowles’ alleged political ambitions 
continue to fly, but he is telling 
friends that he would be more in- 
terested in an offer of a university 
professorship. He has told Con- 
gress that after 24 years in adver- 
tising, he would like to try some- 


& 


a © 


i 
4 


Be Rae 


This Great Issue of FLYING 
Will Cover Naval Aviation 


e The October issue of FLYING will be the third of a 
great series of reports to the nation on United States Naval 
Aviation at war. The many advertisers and agencies who 
were impressed by FLYING’S previous special issues must 


raise their sights for this one. 


DEEP AND LASTING ADVERTISING VALUE 


@ Editorial theme: Prepared under 
the supervision of the United * 
States Navy, this issue provides a 
functional resume of Naval Avia- the 
tion's related branches and their ing 
integration into the world's great- 
est striking force. 


This feature clone will give the 
book library value 


@ Authoritative detailed reports of 
the role of Naval Aviation in the 


n est: Moke «a 


major battles to date. 


Personalized bound presentation 
copies to executives throughout 


government officials. 
®@ Total circulation 350,000; 40,000 
copies reserved for the Navy. 


@ Powerful reader appeal reaching 
into every corner and crevice of 


Ree 


aviation industry— to rank- 
Army and Navy officers— 


great aviation industry. 


Advertising Age, July 17, 19 


thing else. Fuel: That rip-roarj 
“Prepare for Winter” campai 
which OWI is engineering for + 
Solid Fuels Administration \ 
orphaned when Congress elin 
nated funds which Mr. Ick 
hoped to use for direct mail a; 
other promotion purposes. Nea) 
$1,000,000 had been asked. 
* % * 


Opinion: Senator Murray’s us 
ful Senate small business comm 
tee released a letter from a ser 
iceman who opposes sale of su 
plus property through regu) 
trade channels. Wrote Lt. Jo 
Marchall Heaps from somewh« 
at sea: “The goods were produc 
by American workers, were p: 
for by the public at large, we 
sacrificed for by every ‘man-Ja: 
and-the-lot’ of us. Under th: 
circumstances, if those surplu 
are distributed through the 
called regular ‘trade channels,’ t 
public is being asked to pay twi 
for them. To the extent that a 
privately owned merchandisi 
agency is permitted to extract 4 
profit from their disposal we are 
practicing economic ‘double jeop- 
ardy.’” Treasury, however, gives 
assurance that it sells only through 
established trade channels, as 
recommended in the Baruch re- 
port, and asked by industry. Sale 
of 500,000 mattresses suitable for 
camp beds, and nearly 500,000 
mosquito bars, also fine for camp- 
ing, is announced, with sporting 
goods and furniture manufactur- 


ers, distributors and retailers in- 


vited to bid. 
of * cs 
Banners: WPB has relaxed its 
restrictions On advertising and 
theatrical flags and banners, but 


Official, religious, signal and serv- 


ice flags still have priority. . . 
Publicity: Navy’s industrial in- 
centive division has a combat film 


on LSTs which may interest 


firms engaged in production of the 
“cornfield Navy.” Plan: The for- 


estry service is putting finishing 
touches on a plan to open areas 
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Tongrass National Forest in 


theastern Alaska to pulpwood | sociations 
When under way, Alaska | sold more than 75,000 copies. 


ing. 


list of national and interstate as- 


1942 has 


In: 


published in 


produce 525 tons daily, with} WPB has sworn in Donald Shook 


juction geared for 
ed yield. Prices: 
ered groundwood 


er, used in newspaper 


self-sus- |as assistant director of the print-| 
Supercal-|ing and publishing division, and | 
rotogravure | chief of the magazine section, suc- 
roto-|ceeding Allen Norman, 


who was 


ure sections, mail order cata-/| recalled by Fawcett. 


and other periodicals, 
1 raised to $4.75 per hundred- 
ght, a 10% increase. Change: 


has | 


Postwar: Army and Navy have) 
set up a.committee to direct mili- | 


eting card and illustrated post-| tary research after the war in co- 


{ producers will 
es which will now limit them 
80% of the total number of 
ir 1942 designs on an annual 
tead of quarterly basis. 


Figures: Bureau of the Census 


have more | operation 
edom under a change in WPB| headed by WPB’s Charles E. Wil- | 


with industry. it is 


son. 


Mourned: WPB notes the passing 
of G. G. Otto, formerly director of 
the paperboard division. Action: 
Commerce and Census have al- 
ready begun discussions on new 
industrial reports, with special 
committees appointed to consider 


the needs of the steel, iron, tex- | 


‘Named General Manager 


|tile, pulp and paper industries. 


|Choice Racket: Selective Service 


a right to ask cash settlements in- 


stead of jobs from former employ- | 


ers. 


Irving B. Blaine, who was in 


|charge of 


admits returning servicemen have | 


the Boston office of | 
Livermore & Knight, Providence, | 
has joined Treasury procurement 
division to help in the sale of sur- | 
plus consumer goods. Since 
January, 1942, he had been in the 
WPB service equipment division. 


L. H. Simmons, formerly post- | 
|war planning coordinator for | 
| Schick, Inc., Stamford, Conn., has 
| been named general manager of 
|Schick Services, in charge of the| 
37 key city service stations. | 


39 


Joins Corbin Screw 


Emmett F. Harding has been 
named assistant sales manager of 
Corbin Screw Corporation, New 
Britain, Conn. 


ADDRESSING 


FILL-IN 
John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN 8ST. CHICAGO 


; taken 39 important war ac-| 
ty communities, worked out 
ires showing the number of 


n and women in 16 age groups 
each community. Profit: Post 
ce had turned over $30,003,229 
the Treasury, surplus for 1942- 
ind 11 months of 1943-44. Role: 
A works into the “Prepare for 
nter” campaign. It will issue 


ns through 5,000 lending insti-| 


itions to pay for home mainte- 
ince. Shoes: Civilians are using 
) average of 3.2 pair of shoes a 
‘ar under rationing, a demand 
mmparable to prewar usage, the 
epartment of Commerce says. 
se of substitutes for rationed 
hoes is the answer. 

we * * 


Trade Associations: Trade as-| 


ciation unit of Department of 
‘ommerce, under 


census of local 


C. J. Judkins, | 


nd state trade associations which | 


hows a phenomenal increase in 
sur years. Review of 3,000 com- 
uncovered 10,000 small 


trade associations and 4,000 Cham- 
bers of Commerce, less than half 


+ 
if 


f 


nembers of national associations. 
} 


intire list should be available 
his fall, but lists of these groups 
or a number of states are already 


available at Department of Com- | 
merce field offices, and from the | 
Bureau of Foreign and Domestic | 


( 


‘Commerce, Washington. A _ twin 


First! 
(Not ''Place’’) 


in Tulsa. 


* HOOPER JUDGES: 
(Over-all day & night 


percentage of listen- 


tT ers) 
KVOO 53.5% 
Station ''B". ..23.5% 
Station "C''.. 21.3% 
Others Ls % 


© 1944, ESQUIRE INC 


Eaquire. 
presents the 


ALL-AMERICAN Boys BASEBALL GAME 


at 


‘THE POLO GROUNDS 
MONDAY, AUGUST 7 at 1:30 P. M. 


for the 


benefit of 


COMMUNITY WAR MEMORIALS COMMISSION 
THE NATIONAL COMMITTEE ON PHYSICAL FITNESS 


to help create 


“LIVING WAR MEMORIALS” 


L0 


the 


HEROES OF THIS WAR 


in the form of COMMUNITY SPORTS CENTERS 
SWIMMING POOLS, STADIA, AND TENNIS COURTS 


EAST AND WEST ALL-STAR TEAMS 


comprised of 
PLAYERS OF PRE-DRAFT AGE 
selected by 


ESQUIRE and 28 LEADING NEWSPAPERS 
from COAST 


TO COAST 


East Team coached by CONNIE MACK 
West Team coached by MEL OTT 


FEATURING OUTSTANDING SPORT PERSONALITIES 
FAMOUS BASEBALL STARS, CELEBRITIES of RADIO, STAGE and SCREEN 
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Names Guilford Agency 


Produits Nina, Inc., New York, 
beauty preparations, has appointed 
Guilford Advertising Agency, 
New York, to handle its account. 


Husgen Joins CMO 

Fred H. Husgen has joined Al- 
dens Chicago Mail Order Company 
as ‘manager and buyer of several 
home furnishings departments. 


Snother Reason Why- 


Has a Competitor with 
Better Advertising" 


7 JANE WALLACE 
Beauty and efficiency combined in 
an alert, intelligent secretary. 


Advertising 
150 E. SUPERIOR ST., CHICAGO II - DEL. 3800 


Adds Three Accounts 

| West-Marquis, Inc., Los An- 
|geles, has added Winslow Engi- 
neering Company, Oakland, Cal., 
manufacturer of oil filters; Martin 
Wells, Los Angeles, manufacturer 
of welding rod holders, and Plastic 
|Molded Products Company, Los 
| Angeles, to its list of accounts. 


Kellogg Promotes Two 


F. M. Parsons, formerly super- 
visor of Kellogg Switchboard & 
Supply Company’s field staff, has 
| been named sales manager of the 
|company in Chicago. C. D. Man- 
ning, formerly sales manager, has 
been appointed executive assistant 
to the president. 


| Roma Wine Advances 


Personnel changes in Roma 
Wine Company, Fresno, Cal., have 
been announced as follows: Orran 
I. Grossman has been named as- 
sistant sales manager; John H. 
Bromley, western regional man- 
ager; Charles A. Rodkin, central 
regional manager, and Milton J. 
Hargis, assistant regional manager. 


Refailers Offered 
Orbit Gumn—Just 
One Box Apiece 


Chicago, July 11.— Distribution 
of Wrigley’s wartime Orbit gum 
went “national” this week on a 
strictly limited scale—one box of 
20 five-stick packages to each re- 
tailer who sends an order to the 
wholesaler and awaits his small 
supply. 

Because production is limited at 
present, no advertising of Orbit is 
planned now and no agency has 
been assigned to handle whatever 
campaign may be decided on later. 
The company intends to distribute 
the wartime product to retailers 
through jobbers on a quota basis 
assuring each a fair amount of the 
gum. 

The trial offer is outlined to 
some 900,000 Wrigley retailers in 


,a letter signed by Phil K. Wrigley. 
| While available materials and sub- 
| stitutes can’t be used for Wrigley’s 
| Spearmint, Doublemint or Juicy 
Fruit without changing their 
flavor and texture, Mr. Wrigley 
explains, they can be used to make 
“a new and different kind of gum 
although with certain limitations 
(such as flavors) and make a rea- 
sonably good piece of chewing 
gum. 

“We do not want either you, or 
the public, to think that this war- 
time gum comes up to the peace- 
time Wrigley standard of quality, 
and for this reason we are putting 
it out under one of our old brand 
names — Orbit—and in the one 
flavor we have found so far to 
make a satisfactory chew — arti- 
ficial fruit.” 


Price Is Lower 


The Wrigley letter suggests a 
retailer’s price of 60 cents per box, 
to be supplied through the whole- 
saler, compared to 65 cents on 
peacetime standard brands. Be- 
cause Orbit is not equal to the 
standard advertised brands in any 


way, “including consumer de- 
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Kindling the Fire of Good Citizenship 


in the hearts of 60,000 Boys 


60,000 boys could go wrong...hence the reason for Scouting P 
and the reason why KFI encourages Scouting while seeking 
to win friends and influence listeners. 


Whether teaching youngsters to become good citizens, help- 
ing oldsters to be better informed citizens, or conducting an 
educational program in the interests of public health...KFI 
believes foremost that public service is a great radio station’s 
obligation, its privilege and its opportunity for worthwhile 


promotion. 


K FI delivers not only the /argest audience of any station in 
the West —the result of its NBC programs, its Clear Chan- 
nel, its 50,000 watts of power blanketing the nation’s third 
market... but it delivers /istener loyalty as well—the result of 
dominance in the field of purposeful programming in the 


local public interest. 


BOE vc... 


50,000 WATTS + CLEAR CHANNEL + 640 KILOCYCLES 


Fonte ©. Qaahing, Ine 


EDWARD PETR 


Y AND COMPANY, 


INC., 


* “ON THE SCOUTING TRAIL; 


of Scout training in 


which KFI has sponsored for fourcon- «| 
secutive years, serves sixty thousand 
Scouts and Cubs in the seventeen 
Scout regions in Southern California. 

Dramatizations illustrate the value 


wartime. Actual 


experiences of former Scouts who 


have seen action in the various 
theatres of war are related. There are 
contests, projects in signaling, first 
aid, reports on Scout activities in this 
area, and a comedy routine by profes- 
sional actors. The show plays to a full 
studio audience of Scouts each Satur- 


day morning. 


A recent KFI-Boy Scout Bond 
Drive was conducted on the program. 
It resulted in War Bond sales exceed- 
ing three million dollars. 


“On the Scouting Trail’’ has won 
commendation from both local and 
national Scout executives and has re- 
sulted in Special Citation by the Insti- 


tute of Education by Radio, Ohio 


State University. 
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mand,” Wrigley explains th, 
wholesaler also is offered a pro 
portionately lower price. 

Since production is limited, ad 
vertising of Orbit now would }b, 
unwise, Mr. Wrigley said, “excep: 


did 


Wm. Wrigley Jr. Company 
410 No. Mhagee Ave Chinage 11, lias 


oat ap Sec serene: * 


to let the public know that it is 
not a_ substitute for Wrigley’s 
standard brands, but stands 
squarely on its own feet as a good 
wartime gum that will give chew- 
ing satisfaction, but without the 
niceties of detail of prewar brands. 
And even this advertising should 
wait until we can build some stock 
in the hands of the trade.” 

The Orbit wrapping, Mr. Wrig- 
ley says in a postscript, is very 
plain “because we are trying to 
make paper go just as far as pos- 
sible. We would rather put all 
we can into the gum, itself, for 
after all people chew the gum and 
not the wrapper.” 

In a general list of trade pub- 
lications serving food, drug, vari- 
ety stores, etc., Wrigley this month 
is carrying an “apology” ad to re- 
tailers who failed to receive the 
Orbit letter, explaining that under 
wartime conditions it is impossible 
to keep its mailing list entirely up 
to date. Those left out are asked 
to write for a copy. 

Wrigley is continuing to supply 
Orbit for vending machines in 
subways, L’s and in some plants in 
New York, Chicago and other ma- 
jor cities. For months, its regular 
brands have been going to men on 
the fighting fronts overseas. 


Mass Joins Continental 


Sydney J. Mass, recently placed 
on the Army’s inactive list, has 
joined the advertising and sales 
promotion staff of Continental Dis- 
tilling Corporation, Philadelphia. 


Wever to Time, Inc. 


George D. Wever, formerly a 
vice-president of Fuller & Smith & 
Ross in charge of the agency’s cre- 
ative staff in New York, has joined 
Time, Inc., New York, as promo- 
tion director of Life. 


Katz Returns to Agency 


Eugene Katz, secretary of the 
Katz Agency, New York, has re- 
sumed that position after more 
than two years with OWI as chief 
of the Bureau of Overseas In- 
telligence, Washington, and chief 
of Operations Intelligence in Lon- 
don 


“Maybe I should talk it over 
with WEDF Flint.” 
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‘hog il | futuristic being immediately avail- | will be the 1941 models, for which | Reduces Trim Size |'Named Drug Ad Manager 
Pro eCcor HG e |able, John Wicht, president of the | we will have the dies and facili- | : Betty G. Davids meg 

American Washer & Ironer Asso-|ties. They will not be like the| J”dustrial Retail Stores, Wash-|  &*ty hs Ait ve: epee Ds . 
d, ad datian oid « Ganatal Mahila ex. | beautiful art work in the maga-| ington, business paper serving the named _ advertising manager 0 
ild by 7 7 | zines, and they’ll be on the market | industrial stores field, will change Drug Trading Company, Toronto. 


cutive, said: “I have no jet pro- : ; reg Prego? 3 “ 
a Goods Sales Are oulaion teaine to toll you about nuk | until our designers are ready with|its trim size from 9x12 inches to 
I can describe good postwar mar- |new offerings.” | 8%2x11%2 inches, effective with the | 


kets awaiting us.” Mr. Wicht said | oa August issue. 


Ny | . , 
Postwar Forecast 2.220%, wasters, “te, 7°” | Names Klingensmith 


2,500,000 will be sold yearly, com-| Carrollton Mfg. Company, Car- | Blue Promotes Rouse 


IMPSON-REILLY, LTD. 
Publishers Representatives 
SINCE ®) 1928 


Id M d | Fi +: pared to the 2,000,000 units sold|rollton, O., manufacturer of Carl-| Gene Rouse, formerly head of 

f O odels First; annually before the war. | ton stainless steel cooking utensils, | the Blue Network’s news and spe-| § SAN FRANCISCO LOS ANGELES 
No "Jet Pro ulsion' Alden Chester, Globe American | has appointed H. M. Klingensmith | cial features department in Chi-| RUSS BLDG. GARFIELD BLDG. 
P Company, Kokomo, Ind.,_ said: | Company, Canton, O., to handle its | cago, has been named program di- | 

; Appliances Promised “The stoves we offer after the war | advertising. |rector of Blue central division. 


Chicago, July 12.—Sales of dur- 
} le goods such as radios, refrig- 
b: ators, automobiles, air condition- 
rs and other products will soar 
» $14,500,000,000 in the first year 
- fter the war, James H. Carmine, 
‘he ce-president in charge of mer- 
indising for the Philco Corpora- 
yn, Philadelphia, predicted here 
esterday. 
Speaking before members of the 
)pliance industry at the National 
urniture and Home Furnishings 


— larket at the American Furniture 
By Mart, he said that indications 
it is point to a gain of 40% over 1941, 
gley’s the best prewar year, when the 
stands American people spent about $10,- 
| good 300,000,000 on durable’ goods. 
shew- Since that time, he added, a “vir- 
t the tual vacuum” has obtained, par- 
rands. ticularly in the electrical appliance 
hould field. 
stock Asserting that American credit 
: standing will be better than ever, 
Wrig- Mr. Carmine said accumulated 
very avings at the end of 1944 in the 
ng to form of cash, bank deposits and 
§ POs- war bonds will amount to about | 
-y ~ $100,000,000,000. 
, 10r 
nN and Heavy Backlogs Seen 
He estimated the backlog de- 
pub- mand for radios at the end of | 
varl- 1944 would be from _ 20,000,000 | 
nonth to 25,000,000 sets, compared to the 
fo re- industry’s peak output of 13,000,- 
e the 000 sets in 1941.. The demand for | 
under refrigerators, he said, will amount | 
ssible to 6,000,000 units, compared to the | 
ly up 3,600,000 units of 1941. Food 
asked ‘ freezers and air conditioning units 
; should rise from 400% to 600% ; 
upply A over the prewar level, he pre- £6 
sin licted. as 
nts in That the Armistice will usher in #4 oa4 
* ma- an era of futuristic gadgets was pf — 
gular denied by other speakers. b* 4% 
en on : Roscoe R. Rau, executive vice- ° 4% 
. president of the National Retail ‘a i} 
Furniture Association, who pre- | yr ” 
,] sided at an appliance retailers’ | , “> 
session, said that “during the post- | 
laced war decade manufacturers will | 
, has slant their designs toward star- | : 
sales tling merchandise—but only after : pe 
| Dis- they have had the time and ob-| &@ 
hia. tained the designers and materials | : POWE R 
to swing into bright new prod-| : 
ucts.” ilapadiatgs 
‘Quickies’ Will Hurt | § : s she, . . . ” 
x * Warning that promises of radi-| Electric power facilities on the rich right side of Oklahoma have : 
; cre- cal designs would create sales re- * : 
Peni sistance, Harry M. Kelley of the proved more than ample for peace and wartime needs. Generating 
omo- General Motors refrigerator divi- 


ion, Dayton, O., said such promo-| @ plants interconnected by thousands of miles of transmission lines are 


tion would cause the customers to 
‘wait a few months to buy in the 


. belief that radically different re- @ source of an inexpensive never-failing supply. 


Wie eo will be made avail- ; 
, ible.” Any “quickies” dumped on 5 P i i i 
5 Te- the market, he sald, “will peeve, Just as powerlines blanket this rich right side. market so TWO 
te Oo be  boomerangs. The 1942 | A ' * ‘ . 
chie! nodele will still be. advanced | Tulsa newspapers cover it for the advertiser, taking his message 
chief nodels when the refrigerator mar- | 4 
mie et reopens. | into over 43% of ALL the homes. 


Further dispelling belief in the 


NOLD THE Grab a handful of 

DIESEL bist Prien sctes : 
MARKET i. | | 
IN YOUR "wipmencand Sup. | THE RIGHT SIDE FOR YOUR ADVERTISING! 


plies are being pur- 


Ha ND chased NOW. 


POWER-ful coverage . . . isn’t it. 


$391 ,000,000 
Retail Sales 
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42 
PUAA Displays Winners 


The Public Utilities Advertising 
Association has made available for 
general distribution an 
book, which contains reproduc- 
tions of all regional and national 
winners in the PUAA’s 1944 better 
copy contest. Copies may be ob- 
tained from Charles J. Allen, The 
Connecticut Light & Power Com- 
pany, Waterbury 91, Conn. 


Lyman Joins FC&B 

Edward B. Lyman, formerly edi- 
tor of “The Lamp,” house organ 
of Standard Oil Company of New 
Jersey, has joined Foote, Cone & 
Belding, New York. Mr. Lyman’s 
duties will include public relations 
on the Cities Service Company 
account. 


when illustrated with LIFE- 
LIKE EYE*CATCHER 
photos. 
anywhere. 100 new 
jects monthly. All 

business. Write for 
FREE proofs No. 101. 
obligations. 
ERS, Inc., 10 E. 88 St., 
New York 16. 


sub- 
lines 
new 


award | 


Nothing like them | 


No|to remind automobile 
EYE*CATCH. | 


‘Dutton Radio Contest 
Closes July 20 


ers to write their opinions of the 
values of the program, “Every- 
man’s Reader with Boris Todrin,” 
sponsored by E. P. Dutton & Co., 
|New York, closes midnight July 
| 20, when all entries must be in 
| the mail. 

The program, believed to be the 
|first publishing house-sponsored 
|radio show, is heard over Station 
WQXR Thursdays at 9:15 p.m. 
|The best letter on the subject, 
;*What you think of Everyman’s 
|Reader as a radio program” and 


| why, with ideas for improving the | 


| program, entitles its writer to se- 
| lect $50 worth of Dutton’s list 
| books. 


ADS PULL BETTER Ads Back Car Inspection 


The Commonwealth of Penn- 
sylvania used 300-line advertise- 
ments in every newspaper in the 
state during the week of July 3 
owners to 
have their vehicles inspected be- 
fore July 31. 


A radio contest requesting listen- | 


‘Business Week’ Boosts 


Guarantee, Rates 

Effective with its Sept. 1, 1945, 
issue, Business Week’s circulation 
| guarantee will be increased from 
an average net paid of 112,000 
|ABC to 127,000 and its black- 
|and-white page rate will cor- 
|respondingly be increased from 
$1,030 for single insertions. to 
| $1,135. 
| Increases in other rates will be 
|incorporated in the new card to 
|be distributed during the next 
month. 


Opens Detroit Office 


Specializing in house organs and 
industrial public relations, Preston 
|E. (Jerry) Smith has opened a 
| general public relations office in 
| Detroit under the name Preston 
| Smith Associates. 


‘Leif Bros. Appoints Moss 


| Leif Bros. New York manufac- 
| turing jeweler, has appointed Moss 
| Associates to handle advertising, 
{currently appearing in full-page 
space units in jewelry trade pub- 
lications. 


“MISS JONES, he wants some information on Cincinnati .. . 


please bring me that new data book the Post just got out.” 


Any executive concerned with merchan- 


dising and advertising in 


Cincinnati market will find much valuable 


information, statistical and otherwise, in 


the new Post Data Book. 


Organized for quick reference in a 12- 


page file-folder-size booklet 


tions of the Cincinnati City Zone and 
Retail Trading Zone markets, figures on 


population, income, dollar-volumes in vari- 


ous lines, an economic area 


the Greater 


The book 
months, and 


are descrip- 


map, names 


and addresses of leading wholesale and 
retail outlets in many lines, etc. There is 
also a page of facts (interesting, we think) 
about our newspaper. 


has been out for several 
has been pretty well distrib- 


uted; but if you haven’t seen it, tell “Miss 
Jones” to write for a copy. We present it 
as another example of the kind of informa- 
tion service (based on careful research and 
study) which The Post offers advertisers 
and agencies. 


The Cincinnati Post 


C, Savage, National Advertising Manager 


CINCI 


NNATI 2, OHIO 


Represented by the National Advertising Department of Scripps-Howard Newspapers 
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Lt. Col. Herschel V. Williams, Ruthrauff & Ryan v.p. until tw 
and a half years ago when he entered the AAF, finds waiting in li: 
has its compensations. “If it wasn’t for the G.I. habit of gettin 
in line—whenever you see a line-up—I never would have had an 
interview with the Pope,” he writes from a 15th AAF base some 
where in Italy. Of his visit to Rome five days after its captur 
Col. Williams says, “We kept following the traffic, stopping to tak: 
pictures now and then. We found ourselves parked on the righ 
side of the Vatican colonnade. We spied a cue forming just beyon 
the glistening spray of the fountains, and with a good G.I.’s instinc' 


got in line. 


That’s how we happened, within an hour of arrivin; 


in Rome, to find ourselves in an audience with His Holiness th: 


Pope.” 


Col. Williams is co-author of the stage hit, 


“Janie,” an 


now a staff officer of a B-24 Liberator bombardment wing i, 


Italy... 


M-G-M V.P. and Ad Mgr. Howard Dietz will operate not on); 


coast-to-coast but 
ginning July 15, as member of 
the American team on Transat- 
lantic Quiz. Cranston Wil- 
liams, general manager of 
ANPA, was initiated into Sigma 
Delta Chi, national professional 
journalistic fraternity, by the 
chapter at the Henry W. Grady 
School of Journalism, Univers- 
ity of Georgia, on July 7. 
Brother Carey Williams, 
Greensboro Herald - Journal 
publisher, and A. Belmont Den- 
nis, publisher of the Covington 
News and vice-president of the 
Georgia Press Association, were 
inducted at the same time... 
Brooke E. Watson, account 
executive at Federal Advertis- 
ing Agency, New York, had 
some ‘worried hours when the 
news of the Santa Fe Chief 
wreck came over the wires. 
Mrs. Watson and daughter Su- 
zanne were listed among the 
injured, but were able to pro- 


nation-to-nation via BBC-Blue 


Network, be 


ee Best 
eH 


ACCEPTS CUP—Marshall Field, pub- 
lisher and editor of the Chicago Sun, 
(right) receives from Sterling E. Pea- 
cock, vice-president of N. W. Ayer & 
Son, the F. Wayland Ayer cup for ex- 
cellence of typography, make-up and 
presswork, awarded the Sun in the |4th 
annual exhibition of newspaper typo3- 
raphy. 


ceed to Los Angeles next day 
where they were met by Mrs. Watson’s parents. . . 

A 7 lb., 3 oz. girl who has been named Anne arrived at Wesley 
Memorial Hospital, Chicago, June 23—the second child of E. C. 
Cunningham, local and spot sales traffic manager of NBC’s central 
division, and Mrs. Cunningham... 

Detroit Civic Light Opera Association activities seem headed fo: 
prominence under guidance of Leo J. Fitzpatrick, v.p. & g.m. ot 
Station WJR, reelected president for the coming year, and Henry T. 
Ewald, president of Campbell-Ewald, and vice-president of the as- 
sociation. . . Lt, Sidney W. Dean Jr., intelligence officer with the 
Eighth AAF in England, and formerly v.p. of J. Walter Thompson 
Co., has been made a captain. . . 

Dr. Lawrence V. Burton, editor of Food Industries, is reported 
headed back to the United States after a six months’ survey ol 
food conditions in Australia, New Zealand and New Guinea. 
Edgar Kobak, executive v.p., Blue Network, left on the 8th for a 
two-week vacation at Pine Orchard, Conn... 

Jack North, time and space buyer for Aubrey, Moore & Wallace, 
Chicago agency, and president of the Radio Management Club ol! 
Chicago, who was severely injured in an automobile accident five 
months ago, is now back at his desk. His friends are congratu- 


lating him on again moving under his own power even though 
with the aid of canes... 

At a recent war bond rally, A. J. McDonald, gen. mgr. of the 
Albany Knickerbocker News, “bought” a 


player of the Albany 
Eastern League 
baseball club 
with a _ $15,000 
pledge, and then 
took up the offe: 
of another play- 
er who said he 
would kiss Mai 
or his wife fo 
$10,000. The 
amount Wa 
pledged and th: 
player jumpe< 
off the platforn 
into the McDon 
ald’s box anv 
gave the attrac- 
tive Mrs. Mac 

10-grand smack 

Julius David 
scn, publisher 0 
the Newsan 
Journal, Dayton 
Beach, Fla., an 
Mrs. Davidson celebrated their golden wedding anniversary la: 
month. . . The honorary degree of doctor of letters was conferre 
upon Arthur Hays Sulzberger, publisher of the New York Times 
not long ago... 

John Cowles, pres. of the Minneapol:s Star Journal and Tribun 
and a Harvard graduate, class of ’20, has been elected an oversee! 
of the university for a six-year term. . . T. Henry Foster, forme! 
pres., and now board chairman of John Morrell & Co., Ottumwa, 
Ia., recently received the American Meat Institute’s gold button, 
which is awarded to those who have served 50 years in the meat 
packing industry. Wesley Hardenbergh, pres. of the institute, 
did the awarding... 


OFF BASE—The Chicago Cubs’ batting efforts get a 

mild ribbing at this Wrigley Field get-together. Left to 

right are: Orville Gile, advertising director, Walgreen 

Drug Co., sponsor of Cub games; Bert Wilson, sports an- 

nouncer, and Art Harre, manager, WJJD; Charley Grimm 

of the Cubs; and R. Jack Scott, partner of Schwimmer 
& Scott, the Walgreen agency. 
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Pacific Coast 
Apparel Makers 
Warned of Battle 


inta Barbara, Cal., July 11.— 
California is a magic name in 
ret il stores; eastern merchandis- 
ine experts say California-made 
me-chandise possesses an individ- 
uality in the way of styling and 
ce-ms more hand-tailored than 
m st eastern merchandise. But 
Cc. jifornia must watch out -for 
postwar competition from Dallas, 
Ss: Louis, Miami and Seattle, in 
lition to the competition from 
cago and New York. 
fhese points of criticism and 
ice were offered by Emil 
sacher, president of Brisacher, 
Van Norden & Staff, San Fran- 

o agency, to members of the 

ifie Coast Garment Manufac- 
turers at a recent meeting here. 
He said the seven Pacific Coast 

tes have achieved in two years 

it it took New England 100 

irs to develop. “We have actu- 

y crowded 50 years of industrial | 

ywth into these two years,” said | 
Mr. Brisacher, who urged an ade- | 
quate advertising campaign “to | 
capture your home market.” 

Charting the course of the gar-| 
ment industry in America and | 
its relationship to the Pacific | 
Coast, Mr. Brisacher pointed out | 
that in 1939 the California apparel | 
industry produced less than 3% of 
all apparel made in the U.S., and | 
that it had risen to only 4 to 5%; 
that a chart of its retail sales of) 
apparel in the Pacific Coast states 

1939 showed that 12.3% of all 
the apparel that was made in the 
U.S. was sold on the Pacific Coast. 
And further, that in 1943, 15.3% 
of all apparel made in the U.S. 
was sold on the Pacific Coast. 

His conclusion was that even 
if all the California-made apparel 
were sold in its home territory, it 
still would be securing less than 
one-third of the total volume “and 
obviously a goodly percentage of | 
what is manufactured here is sold 
in other territories,” adding, “The 
Pacific Coast is one of the most 
attractive markets in the United | 
States and from every indication 
will remain so after the war.” 


Noxzema Combats That 
Overcooked Feeling 


Noxzema Chemical Company, | 
Baltimore, Md., emphasizes the | 
horrors of sunburn, and what Nox- | 
zema can do about it, in a pre-| 
and post - weekend campaign, 
vhich will appear in 125 news- 
papers in resort cities this summer 
through Ruthrauff & Ryan. The | 
campaign supplements a network | 
series, “Mayor of the Town,” fea- | 
turing Lionel Barrymore. Maga- | 
zines are on the schedule for the | 
fall. 


Hendrixson Changes 
Robert M. Hendrixson, former 
supervisor of Chevrolet field serv- 
ice for the western United States, | 
been appointed sales promo- | 
mn manager for Nash service | 
1 parts. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 


S ao 


Armstrong Cork Advances 
Whitmer, McGlynn 


C. R. Whitmer Jr., with the com- 
pany for the past 13 years, has 
been appointed manager of the 
floor division section of the adver- 
tising and promotion department, 
Armstrong Cork Company, Lan- 
caster, Pa. He will have charge 


of all advertising and promotion | 


of Armstrong’s linoleum, Quaker 
rugs and other products of the 


| division. 


|been named assistant manager of : 
‘the building materials division | COOPeratives Move 
New national headquarters of 


section. , : 
| the cooperative purchasing move- 
|ment have been established at 343 


|S. Dearborn St., Chicago. The 
Heads Gardner Research | Cooperative League of the U.S.A., 


been named research director of | the offices. 

Gardner Advertising Company, St. | So 
Louis. Mrs. John B. Cari-Cari,! p: 

known in radio as Claire Harrison, Ritchette Promoted 


formerly of the cop~ staff of Sta- 


Henry O. Whiteside, for several| National Cooperatives, and the | 
years research director of the St.|newly formed National Coopera- | 
Louis Chamber of Commerce, has | tive Finance Association will share | 


Henry H. Ritchette has been | | 


43 


Pneumatic Tool Company, Chi- 
cago. ° He was formerly manager 
of sales for Thor rock drill divi- 
sion of the company at Philadel- 
phia. 


-_" 


oss Srevens 


Radlo and Newspaper Publishers } 
‘Special Advertising Representative | 


assistant production manager, has 


William J. McGlynn, formerly | tion KWK, St. Louis, has joined 
the copy department of Gardner. 


appointed manager of the con- 
tractor’s tool division, Independent 


Portsmouth, N.H. 4 


MEAT - Gnetgy Food far Fighter ana Werher 


O KEEP PACE with the tremendous demand for 

meat, American agriculture is converting more and 
more of its farm crops into livestock. Six billion dollars 
worth of cattle, hogs and sheep marketed by livestock 
farmers in 1943 accounted for 30° of the total cash farm 
income—and livestock income in 1944 promises to exceed 
that of last year. 

Meat is of vital importance to our armed forces, our 
civilian population and our Allies overseas. Years of 
research have revealed meat as a rich source of protein, 
minerals, vitamins and energy. These are the food factors 
which are recognized as essential in the daily diets of 
fighting men. These are the factors so necessary for the 
millions who serve at home, whose efficiency is definitely 
related to appetizing and nutritious meals. 

The process of converting crops into meat animals 
not only provides the finest food man knows, it also main- 
tains and increases the fertility of the soil—a priceless 
national asset. Other factors of economic significance 
inherent in the livestock farming system are: Grazing 


of rough land unsuited for tillage; utilization of stalks and 
other by-products that otherwise would be wasted; even 
distribution of labor throughout the year; and reducing 
bulky crops into compact animal packages of higher value, 
thereby cutting the cost of shipping the output of the 
farm to market. 


Livestock farming is efficient farming. Almost invari- 
ably a farm owner, the livestock farmer protects his invest- 
ment in the land by following practices that preserve and 
increase its productive capacity. He is a capitalist and a 
believer in the protection of property rights. He is an 
important business man in his own community, and he 
is a man of good judgment else he could not succeed in a 
business as complicated as the handling of manufacturing 
machines that are alive. 


The Corn Belt Farm Dailies, one at each of the four 
basic livestock markets, are geared to the special needs of 
livestock farmers. These daily, specialized publications 
of the livestock industry provide the only effective coverage 
of the most substantial and consistently prosperous group 
in agricultural America. 


each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* *& THE * * 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


TH 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @6@ ST. LOUIS DAILY LIVESTOCK REPORTER 


THE - PUBLICATIONS - OF - THE - LIVESTOCK - INDUSTRY 
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CORN BELT FARM DAILIES 


GENERAL OFFICE: UNION STOCK YARDS, CHICAGO 9, ILLINOIS 
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Heads Textron Sales eg ingens FE be at or ayy Os OEY JULY ADVERTISING LINAGE IN FARM MAGAZINES 


s |has been appointed vice- -president | 
James A. King, for the past| in charge of sales of Textron, Inc., | 


Commercial — 
Display disp! 
eight years with Atlantic Rayon! parent company. anaes ae 
| Poultry Poult: 
| -—— Total Advertising ——, and Livestock -— Total Advertising ——, and Lives 
——1944—,. ——-1943—__ 1944 1948 -—1944-—_,. ——1943-, 1944 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines I 
Dakota Farmer .... 27.8 21,490 25.0 19,293 20,072 18 
Monthlies Farmer, The ...... 36.: 25,342 19 
Agricultural Leaders’ Hoard’s Dairyman.. 31. 19,885 18 
a” Bee 24.8 4,851 18.0 3,528 4,851 3,528 Idaho Farmer ..... 27. 20,159 19 
tAmerican Fruit Indiana Farmer's 
Grower .........-. 25.3 10,836 22.5 10,246 10,693 10,190 aun)... 24. 14,194 
American Poultry Kansas Farmer 22. 16,910 1 
Journal: (July-August issues eee eX Michigan Farmer 22. 16,631 1¢ 
Better rust ..:.... 12.0 5,051 10.2 4,312 5,051 4,312 Missouri Farmer 3. 2,646 
Breeder's Gazette .. (July-August issues combined) Missouri Ruralist 22. 15,007 1 
California Montana Farmer 28. 19,422 1 
¥ Citrograph § ...s.. 18.5 11,480 16.3 10,920 11,480 10,920 Nebraska Farmer 29. 27,881 1% 
é Capper's Farmer 25.9 17,642 26.1 17,772 17,004 17,045 New England Stome- 
Carolina Co-operator 7.7 3,266 4.6 1,946 2,996 1,739 OES: EG et SEA D 17,822 3.428 1 
: z ‘ The Cattleman . 45.7 19,194 32:8 13,812 13,146 8,299 Ohio Farmer ...... é 24, 19,037 19,904 1 
3 | E ; P as Cooperative Digest.. 10.8 2,271 3.5 735 2,271 735 Oregon Farmer ‘ 5 20,209 26.2 19,922 18,639 1 
Ae : 3 Me Do : a Country Gentleman. 47.9 32,578 44.1 29,274 31,773 28,562 Oregon Grange Bul- 
Electricity on the RO Sch cand se 14.5 15,274 13.0 14,056 15,274 1 
4 Pere rrr re (June-July issues combined) Pennsylvania Farmer 23.1 17,705 22.5 17,313 17,151 1¢ 
| NEW ENGLA ND Farm and Ranch... 16.2 12,304 18.7 14,167 11,554 12,698 Utah Farmer ...... 19.56 14,623 12.6 9,554 12,893 , 
Farm Journal and Wallaces’ Farmer & 
: 4 Farmer's Wife ... 43.3 18,557 44.9 19,082 17,903 18,275 Iowa Homestead. 38.0 29,655 22.4 17,584 26,218 1 
-. : Ons ES Tio ; Florida Grower .... 7.4 5,050 4.3 2,932 4,659 2,592 | Washington Farmer 28.6 21.630 28.5 21,544 21,060 21 
; aa ¢ 7 eae Hoosier Farmer ... 11.4 5,135 14.6 6,565 5,135 6,565 Wisconsin Agricul- 
: ae 7 ir Kentucky Farmers COG 0 we cis ss . 33.0 25,873 20.9 16,423 24,920 1 
Home Journal ... 10.3 8,044 8.7 6,833 7,306 5,952 ee mune ceguas 
Michigan Farm News (July-August issues combined) Total Group .....532.2 3.363 4654.4 354, 011 B80,890 S24 
\ 2National Live Stock 
\ Producer ........ 7.8 5,651 4.9 3,533 5,440 3,533 Bi-Weekiles—June 
New Jersey Farm . x 
pnd Garden ..... 25.0 11,258 17.9 8,046 10,512 7,002 ga to eg le ee 
hio Farm Burea i ‘ar 37 2 7 23.7 7,92 26,878 t 
To Radio Editors in Central New England, outside of Se roe 11.7 5,245 11.3 5,080 5,089 4,908 ee ee B7.1 28,017 23.7 17,928 
Worcester*, WTAG owes many thanks. In “The Billboard’s’’ Poultry-Tribune .... (July-August issues combined) EE ey 33.8 25,578 28.0 21,154 23,969 19 
P P " ss Progressive Farmer: het nl ’ pees 
recent poll to determine local stations whose public relations Cavolllia<Ve Dairyman’s League - 

° ¢ ‘ . * ee ‘ at ae - ” ‘ ; dine Pee eee 5.7 4,228 4.6 3,313 2,908 2 
have been outstanding in their respective areas, these Editors ~~ ; i TE ee 26.4 18,536 22.4 16,317 17,456 15,385 Prairie Farmer... 27.8 20,207 18.5 13.497 15,770 & 
named WTAG as their first choice, one among 81 of the nation’s WIA tS eos ck Seakh hee ete aenih ei Bech pei perk i ices 
920 stations thus recognized. £\> Ky.-Tenn, Hdition, 25.0 18,268 22.8 16,658 17,681 16,811 | Total Group .....125.8 93,579 93.3 69,377 83,610 58,209 

ae ool — oe as a branch of = service, ~ Tones, Mattson ... 26.2 19,061 24.5 17,886 18,076 16,783 Weekli Sine 
pra a oe ok eta “4 Peo “g? a wk synch + Edition ........ 25.1 18,345 22.6 16,487 17,497 15,461 | Capper’s Weekly... 4.8 10,719 5.8 12,971 9,231 8.584 
ea ae ee Sen woe PON Sey *In all 5 Editions 22.3 16,293 20.4 14,881 15,698 14,277 | ‘Weekly Kansas City 
time, buy an audience from the Inside. *Aver. 5 Editions. 25.5 18,563 23.0 16,760 17,618 15,765 Star: : ; 
= ‘. rp ‘ Missouri Edition.. 13.0 32,099 14.0 34,558 32,099 34,55 
“Th vote of Worcester’s Radio Editor was ruled out by “The oe Agricultur- 46 tabs ho Oedee Ae. Cee ee hee aes tame, meee. Lireassee ie 
i i ini i | ane ee ee ee 21.9 0,0? oD. > vee ,o07 ps P 2 aie as a 
Eee cs Be Mtn gle reg oe eee ee, Se Southern Planter .. 14.9 10,391 12.1 8,432 .9,544 7,588 Total Group ...-. 17.8 42,818 19.8 47,529 41,330 43,14 
Successful Farming. 42.8 19,244 39.6 17,815 18,363 16,974 
(oa > nh <ewee sais Gecieen come Dailies—June 
PAUL H. RAYMER CO. National Sales Representatives / S45/¢ 7 Total Group .....558.1 315,944 484.4 279,645 297,388 260,548 | Chicago Daily 


WTAG < 8S | Drovers Journal.. 23.1 49.141 19.3 41,120 36,661 34,582 
A * ca Monthlies—June Kansas City Daily 
bed Mt W 0 R C E S T E R al | Arkansas Farmer .. 12.9 9,76 7.6 5,754 9,764 5,754 | Drovers Telegram 22.1 46,961 17.4 37,050 35,308 32,1 


9,7 7 5 
“armer-Stockman.. 20.1 15,2 19.0 14,397 14,049 13,3 Omaha Daily Jour- = 
OWNED AND OPERATED | ev THE WORCESTER WJELEGRAM-GAZETTE BA + og eer aes 10.8 12 1: 2.7 8400 12,134 8 400 | nal-Stockman os 28.4 49,803 20.3 3,076 39,507 88.9 
: . Nation’s Agriculture 6.7 3,015 4.5 2,035 2,987 2,007 | St. Louis Daily Live , ‘ — 
Western Livestock Stock Reporter 17.9 36,998 12.3 26,248 27,974 21,94 
P rng era 37,461 58.7 24,675 24,933 5,918 | 
am S01 87.461 56.7 34,676 36,088 16,918 | rites Group ..... 96.5 182,003 69.3 147,494 189,450 127,51 
Total Group ..... 139.6 77.583 97.5 55,261 63,867 45,380 | - 


Ce 


: 'Four issues 1944; 5 issues 1943. 
Semi-Monthly—June tPage size changed since last year. 


[News Grange | *Not included in totals. 


APP eee oe 11.8 12,754 12.6 13,636 12,754 13,636 | 2July-August combined, 1944 
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STATE OFFICE BUILDING IN ST. PAUL 


Occupied by 1,100 State Government employees. 

Completed in 1932 at cost of $1,500,000. 

Roman Renaissance style of architecture. 

Height 6 stories . . . 160 ft. frontage . . . 225 ft. 
depth. 

Connected to nearby Minnesota State Capitol Build- 
ing by tunnel. 
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Advertising Age, July 17, 1944 


Farm Magazines | 
Show 18% Gain; 
Canadians Up | 


New York, July 12.—Although 
yping down from the previous 
months’ high levels, advertising in 
Juve and July issues of farm 
mezazines totaled 1,126,190 lines— 
an 18.1% gain over the 953,317 
lines carried a year ago. 
uly monthly farm publications 
ran up a total of 315,944 lines, 
12% above the total for July, 1943. 
June monthlies, with 77,583 lines, 
were 40.4% ahead of the previous 
s total. 
fune semi-monthly publications 
were up 16.8% in total volume, bi- 
weeklies 34.9%. June weeklies, 
fever, were down 10.1%. June 
es marked up a 24% advance. 
anadian magazines, with a to- 
volume of 174,342 lines as com- 
ed with 151,408 last July, were 
15.1%. Canadian farm maga- 
es, totaling 216,037 lines, com- 
red with 182,013 lines, were | 
7% ahead. 


Nat'l Agency Net | 
Announces Annual 
Award Winners 


St. Louis, July 11.—Winners of | 
the 19 annual awards made by Na- | 
tional Advertising Agency Net- 
work for excellence in advertising | 
were announced at the group’s | 
recent convention. Classifications 
and winners are: best newspaper 
ampaign, Garfield & Guild Ad- 
vertising, San Francisco, for| 
Gravem-Inglis Baking Company, 
Stockton, Cal.; farm paper cam- 
paign, Louis E. Wade, Inc., Ft. 
for Allied Mills, Ft. | 
Wayne; best use of art, illustra- 
tion and typography, Hoffman & 
York, Milwaukee, for A. F. Gal-| 
lun & Sons; car card advertising, | 
J. Kaufman, Washington, | 
D. C., for Lansdowne Distillery, 
Lansdowne, Md. 

Best outdoor 


art 


advertising cam- 


le paign, Oakleigh R. French & As-| 
© sociates, St. Louis, for Mercantile- 


Commerce Bank & Trust Com- 
pany, St. Louis; integrated adver- 
tising and merchandising cam- 
paign, John Gilbert Craig, Wil- 
mington, Del., for Joseph Ban- 
croft & Sons Company, Wilming- 
ton; agency self-promotion, Gar- 
field & Guild; employe relations 
program, Roland G. E, Ullman, 
Philadelphia, for Manhattan Rub- 
ber Mfg. division, Raybestos-Man- 
hattan, Inc., Passaic, N. J.; war 
effort program, Mace Advertising, 
Peoria, for Keystone Steel & Wire 
Company, Peoria; external house 
organ, Purse Company, Chatta- 
nooga, Tenn., for Corley Mfg. 
Company; war bond promotion, 
Ambro Advertising Agency, Cedar 
tapids, Ia., for Linn County War 
Finance Committee; network radio 
program, Garfield & Guild for 
Chemicals, Inc., Oakland; local 

io program, Garfield & Guild, 
lor Rosefield Packing Company. 
Alameda. 

est use of spot announcements, 
Oakleigh R. French & Associates, 
Louis, for National Candy 
pany, St. Louis; direct mail 
aign, Henry J. Kaufman, for 
tol Radio Engineering Insti- 
Washington; business paper | 
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JULY CANADIAN MAGAZINE LINAGE 


a — 1944 ——__, -1943 
Pages Lines Pa ages Lines | 

Canadian Home Journal! 34.1 23,166 29.7 20,205 | 
Chatelaine 34.9 23,742 27.7 18, R58 | 
ILiberty ; 40.7 17,464 28.7 12,340 
*Maclean's , 49.1 33,414 54.0 36.738 
Mayfair j 36.9 24,797 48.8 32. 805 
National Home Monthly 29.2 19,854 20.7 14.096 | 
New World 26.0 17,681 13.7 9,308 
Revue Moderne, La 20.9 14,224 10.4 7 O58 

Total Group . $71.8 174,342 233.7 151,408 

Display, including poultry and livestock in Canadien Farm Magazines 

‘Country Guide, The 32.0 23,02 80.5 : 21.938 
Family Herald & Weekly Star 

laEastern Edition ; §2.1 52,125 54.6 34.639 

laWestern Edition ..... oe ae 62,125 41.0 40,908 
\Farm & Ranch Review . 18.4 13,260 12.1 8,743 
Free Press Prairie Farmer 42.6 16,886 24.5 87.939 
IipWestern Produce} ‘ : Sst caia ther 26.7 28,616 16.7 17.846 

Total Group “a , ‘ 222.9 216,027 189.4 182,012 

aFive issues 1943; 4 issues 1944 

iJune figures 

2Published semi-monthly. 

bFour issues 1943; 5 issues 1944. 
campaign, Hoffman & York, for|zine campaign, Hoffman & York, 
Ampco Metal, Inc.; general maga-|for Delta Mfg. Company; display 


material, Carr Liggett Advertising 
_ | Agency, Cleveland, for I.T.S. Cor- 


poration, Elyria, O.; postwar cam- 
paign, C. Franklin Brown & Co., 
Chicago, for International Min- 


|erals & Chemical Corporation, Chi- 


cago. 


Joins Mills Industries 


Sterling Smith, chief of the re- 
frigeration and air conditioning 
section of general industrial equip- 
ment division, WPB, has resigned 
effective Aug. 1, and has_ been 
appointed manager of the com- 
mercial refrigeration division of 
Mills Industries, Chicago, effective 
Sept. 1. 


To ‘Victory-Builders’ 
Stephens Miranda, Los Angeles 
public relations executive, has 
been appointed industrial relations 
consultant 


of Bressler Editorial 


tive effort in industry. 


for the “Victory-Builders” division 
Cartoons, 
New York, program utilizing pic- 
tures to stimulate greater produc- 


To Reach Farm People, Reach the 


b 28,240 risisiccores 


ss the leaders in Agriculture and 
Home Economics who influence the 


buying of your products for the farm 


in southern California | 


FIELD LEADERS 


and, farm home. Write for data . . - 
a 


387,890 will buy Refrigerators 


“WHAT DO YOU NEED MOST FOR YOUR HOME? WHAT WILL YOU BUY FIRST WHEN VICTORY IS WON?” 


THE PROGRESSIVE FARMER asked a 
representative cross-section of its subscribers 
these questions in a recent survey. 

The results of this survey indicate that, when 
peace comes, Progressive Farmer subscribers 
intend to buy 387,890 refrigerators, 367,422 
washing machines, and 195,894 water systems. 
567,215 subscribers plan some type of home con 
struction; 280,684 want to paint their buildings; 
and 278,735 desire aluminum cooking utensils. 

The tremendous pent-up purchasing power of 
Progressive Farmer subscribers will buy these 
and many other products, after the war. Perhaps 
your product is a planned post-war purchase of 
thousands of Progressive Farmer subscribers. 
Ask your Progressive Farmer representative 


Advertising Offices: 


The South Subscribes. to 


The Progressive Farmer 


SIRMINGHAM 


ipa RALEIGH 
Fda S, DALLAS, NEW YORK CHICAGO 
acific 3 
cast: Edward S. Townsend Co., Son Francis l A 
cisco, Los Angeles 


for a copy of the “Intentions to Buy”’ survey. 
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Advertising Age, July 17, 19.4 


Dorset Names Lyon 


Dorset Foods, Long Island City, 
N. Y., has appointed S. Duane 
Lyon, Inc., New York, to handle a 
campaign for its products with — 
emphasis on chicken a la king and| “= 
vichyssoise. Small-size ads will : ; 
be used in September issues of | Easing of Individual Income tail sales tax, with no exemptions, 
several class magazines and in| Tax Rates Urged in Report to offset the reduction in revenue | 
newspapers in Boston, Philadel- | from the middle and upper in- 


2 Sip 
——— 
WORLD 
e TRADE 

| cenren 


Postwar Wainwng Es 


ness and Industry Are Preparing for a Peacetime World E | 


etal a oi ala | 


Based on the thesis that rela- 


phia, New York, Newark, and |,. fees ayer “~|comes. Other specific recommen- 
Washington, as well as the Chris- | tively heavy corporate income tax) gations include repeal of the ex- 
tian Science Monitor. rates are not as harmful to the| cess profits, capital stock and de- 


private enterprise system as are|clared value excess profits taxes, | 
| heavy individual income tax rates,|/exclusion of 40% of dividends | 


“for the reason that the latter| received from domestic corpora- Bullock & Jones 
|shut off at the source all possibil-|tions from the gross taxable in- =< 
| ity of venturing of capital by in-| come of the individual stockholder, \ Sutinsniraace’ 
|dividuals,” a tax program pro-|and a carryover of corporate net 


Y-CAR 
GARAGE 


|posed by a group of Minneapolis | operating losses for five years. 


| designated “The Twin Cities Plan|lard L. Huff, vice-president of | Beaumont & Hoh 
|for Postwar Taxation,” is set forth | Minneapolis-Honeywell Regulator 


and St. Paul business men is re- The plan started in April, 1943 POSTWAR PROJECTS—Ambitious plans contemplated for postwar San Fray 


ceiving considerable attention as a| when William L. McKnight, presi-| cisco feature a series of large-space ads to continue through 1944 for Bulloc: 
|postwar recovery measure. dent of the Minnesota Mining and) & Jones, men's store. Many of the projects included have not been show 


| The proposed tax program,| Mfg. Company, St. Paul, and Wil-| heretofore to the general public and requests for reprints have been frequen 


man is the agency. 


|in a 27-page booklet published by |Company, Minneapolis, compared ee: . a 
ithe Twin Cities Research Bureau, | culet on a query they had nee rs hati wien Saawen San ce : 
Inc., St. Paul. The detailed report|from a Congressional ways snl | Os to call for an exchange of 
‘is the result of 14 months of|means committee member asking | ideas from industrialists, finan - 
'study, Carl P. Herbert, secretary,| for suggestions as to the kind of|ciers, tax lawyers and business 


| declared. postwar federal tax legislation|men in the Twin Cities area, an 


The program calls for a 5% re-'that ought to be enacted. In the’! advisory committee was appointed, 


1 NT below i f 
Independent survey figures Ric aca ds & aoe. 
The readership figures shown are typical 


for advertisements, t00, reflect evidence of the high visibility parade ad- 


vertisers get in its pages. 


Parade’s unique technique of pre-editing 


picture-stories makes it the country’s best- 
read national magazine scction. Parade is 
read from beginning to end by over 2,000,000 
families and the advertisements share in this 
higher readership. We'll be glad to show you 


the surveys that prove it. 


leadership in readership among national magazine sections 


Feb. 29, 1: 


‘araude, 
Reprinted irom Vara 


wo ep Wanted \ 


\\ 


THESE PICTURES are from a parade picture-story— How the Traveler’s 
Aid Helps Locate Missing Persons. It showed a readership up to 74° 
among men and 83° among women. High as these figures may seem, 
they run close to the average for parade picture-stories. 


Capel ae ANCHE 


ot 08 putansie mages et aS 
. 5, AOS: 
| area ee ARETE # 


PARADE STORIES are pre-edited. The subject is chosen for its wide cur- NOTE READERSHIP FIGURES for this advertise- 
rent interest and each picture, each caption is carefully planned before- ment — for men and women. Advertisers know 
hand. Picture-stories are built around individuals and skilled editing that their message in parade is seen and read. 
holds the reader's interest to the end. They have tripled parade’s lineage in three years. 
Me ese fe | ee © ee CO ec ommym AR rs ere ir > ema |” 
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and economists and business ex- 
ecutives in many parts of ie 
U. S. were consulted. 

Meanwhile, a group headed by 
F. K. Weyerhaeuser, president of 
the Twin Cities Research Bureau 
studied revenue requirements, tax 
sources, postwar national income 
estimates, prospective peacetime 
employment and tax rates. The 
report: 

A national debt which may 
reach $300,000,000,000. 

A postwar federal budget of 
$18,000,000,000, without provision 
for creating work to relieve unem- 
ployment. 

A total tax bill of some $27,- 
000,000,000, the cost of state and 
|local governments being estimated 
at $9,000,000,000. 
| A national income of $120,000.- 
000,000, based on 1942 price levels, 
will be required in order to avoid 
substantial unemployment. 

The result of their program, the 
| tax-study group asserts, would be 
the providing of jobs for all who 
are willing to work, through hav- 
| ing encouraged venture capital and 
| stimulated production. 
| & * * 

In a recent talk before the Sales 
| Executives Club of New York, L. § 
|S. Hamaker of the Republic Steel § 
|Corporation pointed out that al- 
|though magnesium production ca- f 
| pacity has increased 70 times and 
jaluminum capacity seven times 
| since 1939, these metals might dis- 
place only 3,000,000 tons of steel 
| He said alloy steel is now replac- 
jing aluminum for airplane cran! 
| cases and other parts, and that light 
|metals might be expected to make 
|inroads into some fields. 
| Postwar employment for an es- 
|timated 26,000 musically-train: 
/personnel as plant broadcast di- 
rectors was forecast by Philip J 
| Jacoby, of the RCA _ Industr 
|Music Service, speaking at Ne 
York University. 

Mr. Jacoby cited surveys whi 
| reveal that 80% of British indus- 
| trial plants were playing music fo! 
their workers three years ago. |! 
|said that the same proportion in 
|the United States would mean a)- 
proximately 130,000 plants with 
| music. 


| 
| 
| 
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* * * 
The nation’s dairy operators, 
| thinking of the postwar yeirs 


This can be done simultaneous!) 
Your dealers always read th 
Sunday Courier Express.Tell the: 
on their only day of rest how yo 
are backing them up and whc 
you are planning for them—' 
Western New York's ideal con 
sumer and dealer medium. 
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. virtual rationing will be | 
ved, attach especial signifi- 
. to the operations of a Cedar 
R yee Ia., dairy, which for the 
ast 12 months has used a square 
sJocs milk bottle. 
“The square bottle, a product of 
ywens-Illinois Glass Company, 
io, fits compactly on refrig- 
erator shelves and retains the 
weight and short height ad- 
vantage of the round “Handi- 
+” bottle brought out by 
Owens-Illinois four years ago. 

ith mew cases, one-third 
smaller and 20% lighter, the use 
of the “Handi-Square” bottle has 
resulted in the following econo- 
mics, according to E. G. Reidel, 
president of Sanitary Farm Dairies 
‘ operator of plants at St. Paul, 
Houston and Clinton, I[a.: 

The capacity of the dairy’s 

room has increased 45%, and 
( derably more milk can be 
loaded on wholesale and retail 


Routemen found the new 
; occupied 33 1/3% less space 
rucks. This gave them more 
m to arrange their loads and 
reduced delivery time. 
Housewives said because the 
bottle fitted more compactly they 
could store the same amount of 
milk in from 1/5 to 1/2 the shelf 
i Grocers likewise found the 
square bottle a space-saver, one 
reporting he could get 36 squares 
on a shelf that previously held 25 
rounds. 


WOL, WMT Operators 
Seek Ownership Switch 


Iowa Broadcasting Company, 
yner of WMT, Cedar Rapids, and 
American Broadcasting Company, 
which owns WOL, Washington, 
D. C., have filed a joint applica- 
tion with the FCC for an exchange 
ff ownership of the two stations. 
Upon completion of the transfer, 
A. M. Craven, vice-president of 
lowa Broadcasting, would become 
general manager of WOL, but no 
personnel changes in WMT man-| 
agement are contemplated. 
ae Cowles Jr., head 


of | 


" present applications pending 
vith the FCC for the purchase of 
ion WHOM, Jersey City, N. J., 
ind WCOP, Boston, as well as for | 
the sale of KSO, Des Moines. 


Foyer, Clarke to Haire 
Donald M. Foyer, former adver- | 
ising manager of Photographic 
Trade News, has joined the ad- 
ertising staff of Fashion Acces- 
sories-Gloves, a Haire publication. 
Linda Miller Clarke, formerly 
vith the decorative departments 
f Macy’s and John Wanamaker 
lepartment stores, has joined the 
advertising staff of Decorative 
Furnisher. 


Farval Issues Booklet | 

Farval Corporation, Cleveland, | 
Nas issued a 16-page, three color | 
oooklet, explaining the operations 
anc advantages of its product, Far- 
val centralized systems of lubrica- 


Ap points BSF&D 


ninsular Grinding Wheel 
Company, Detroit, has appointed 
Br ke, Smith, French & Dorrance, 
Detroit; to organize its first full- 
sca advertising program, to ap- 
bear in the fall. 


‘ ) the Booming 


Say 


Maine Women Urged to 
Submit 100 Recipes 


Maine Development Commission 
has been using four-column ads 
in 10 newspapers in seven Maine 
cities, as well as five minute spot 
announcements on six stations in 
four cities, to interest housewives 
throughout the state in submitting 
seafood recipes for a special cook- 
book the commission is publishing. 
The 100 best recipes for seafood 
products caught in Maine waters 
and sold commercially, fresh, 


|canned er frozen, will be included 
|in the 64-page book, i 


47 
i\lieutenant commander, left the 


Courier Journal two years ago to 
join the Navy. 


| . ‘ . ’ 
‘Dineen to ‘Companion 
Daniel L. Dineen, formerly with 
'the New York Times national ad- | 
| vertising department, has joined 
| the sales staff of Woman’s Home 
‘Companion in New York. 


Agar’s Son Killed 


with $5 in| 
war stamps to be awarded for each | 
accepted recipe. Agency is Brooke, 
Smith, French & Dorrance, New 
York. 


vers © 


GRANGERS are BUYER Cali- 


Pes eu 
| 


Grange families 


a 
Joins Compton Agency | Sell 72.0 ¥egon, Washington. 1dahe. ig ¢ 
n ne 
Helen Shervey, former manager; Capt. William S. Agar, 25, son § one ca ORANGE FARM crour & 
of the booking and business office | of Herbert S. Agar, former editor ¥ PACIFI Mills Bidg., San Francisco i 
of NBC’s program department, has | of the Louisville Courier-Journal, e }. Wm. Hastie, NewYork 


joined Compton Advertising, New | has been reported killed June 5 in 
York, as business manager of the |Italy where he was with a me- | 
radio department. 'chanized unit. His father, now a! 


d Midwest 
Duncan A. Scott, Pacific Coast an 
6 es a a | 


THE OKLAHOMA PUBLISHING COMPANY: 


The peacetime DC-3 shuffled off its fancy 
trimmings, acquired a coat of olive drab 
and emerged almost overnight as the famed 
C-47 air transport of the Air Service Com- 
mand. 


Oklahoma City was selected as the site 
of the world’s greatest plant devoted to the 
exclusive manufacture of these giant sky- 
trains. 


When peace returns there will be no lost 
motion in retooling this $45,000,000 Okla- 
homa City Douglas plant for post-war 
transportation demands. The C-47, with 
brighter outer cloak, will be ready for the 
air cargo service that wartime supply 
needs have proved so essential. The C-47, 
with new and improved chrome and plas- 
tics, will be ready to take up the air pas- 
senger travel demanded by the world-wide 
ae character of after-the-war economy. 


e It took the war to move Oklahoma City 
into the spotlight of air power. Peace will 
find her maintaining that place with a 
startling minimum of readjustment. 


| THE DAILY OKLAHOMAN 
| OKLAHOMA CITY TIMES 


PEPRESENTEO OF 


KATZ AGENCY 


THE 


THE FARMER-STOCKMAN * WKY, OKLAHOMA CITY * KVOR, COLORADO SPRINGS * KLZ, DENVER Affiliated Memt. 
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Westinghouse 
Tells Plans for 
Home Freezers 


Kelvinator to Bring 
Out Full Postwar 
Appliance Line 


Pittsburgh, July 13.— Pre-mer- 
chandising its postwar home freez- 
ers for city and farm aggressively 
to the trade this month, Westing- 
house Electric Appliance Division 
in August will tell the public that 
these units will be added to its 
electric appliance line. In the mean- 


x WOOD» 


Well read and liked by the important men 
tm a great industry—men who are work- 
ing to achieve wood's exciting future. 


PRODUCTS 
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TO THE TRADE—In 


business 

space, Westinghouse this month is an- 

nouncing its new consumer campaign 

stimulating, interest in a postwar home 
freezer. 


paper 


time, on the trade schedule to carry 
a reproduction of the initial con- 
sumer ad, with a note saying the 
announcement is “News today that 
means sales tomorrow,” are July 


PLANT OPERATING MEN 


KNOW THE DIFFERENCE 


Selected industrial news items of special signifi- 


eance “make” the front page of Industrial 


Equipment News. There is no “paste pot and 
scissors” 


editing on any page in IEN — every 


item is a real news item. 


ever! 


Advertisers in Industrial Equipment News have 
the advantage of keener reader interest. 


Product information is more VITAL now than 


“x 
Ludustrial 


Eguipment 
News 


THOMAS PUBLISHING COMPANY, 461 EIGHTH AVE.,NEW YORK 1, NEW YORK 


.. . Write or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


- + You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters - Engravers - Printers 


400 N. Rush St., Chicago 11 + Whi. 2300 


PRINTING 


DAY AND NIGHT SERVICE 


BUSINESS PAPER ADVERTISING VOLUME FOR JUNE 


Unless otherwise noted, all publications are monthlies and June First 6 Mor 
have standard 7xl0-inch type page. These figures, compiled Pages Pages 
by Industrial Marketing must not be quoted or reproduced 1944 1943 1944 ! 
without permission. June First 6 Months 8 eae eee *89 *85 586 
Pages ages rc. ee eee 163 146 931 
1944 1943 1944 1943 SE ere ere *74 *54 433 
Industrial Group Tool & Die Journal (4%x7%). 180 163 1,015 
Aero Digest (semi-mo)....... 319 341 2,054 1,953 yo & 7 eee 170 171 1,034 l 
Air Conditioning & Refrigera- Water Works Engineering 
tion News (w) (11%x16)... 33 **97 206 152 i EES oe 67 $7113 400 
American Aviation (bi-w).... 116 95 678 491 Water Works & Sewerage.... 160 138 382 
American Builder ............ 83 52 507 849 Welding Engineer ........... *73 *61 439 
American Machinist (bi-w).... *{530 *524 3,418 8,321 Western Construction News.. 95 85 575 
The American City........... 106 88 473 380 i =e 56 50 349 
Architectural Forum ........ 128 97 731 483 Woodworking Digest (44%x6%) *88 *65 510 
Architectural Record ........ 90 67 540 365 -——— ———- - 
Automotive & Aviation Indus- CO eee ee ee ree 15,885 14,173 90,716 73 
MEO) cas bawececunss 290 212 1,796 1,245 Trade Group 
a, PPR rr ree eee 360 349 1,991 1,861 American Artisan ........... 70 34 449 
Bakers’ Helper (e.0.w.)...... $160 $119 795 565 American Druggist .......... 118 109 732 
Brick & Clay Record......... *20 *19 152 132 Boot & Shoe Recorder 
Bus Transportation ......... $138 §110 725 520 ia coy kino '4°%\0 *124 *109 718 
ZPO COARSE (HW) occ. cccehices *\90 *65 596 457 Building Supply News........ 58 87 413 
Ceramic Industry ........... *40 *42 306 265 Chain Store Age— 
Chemical & Engineering News. 80 57 431 324 Administration Edition Com- 
Chemical Industries .......... 95 87 533 487 I RG a 6's koe cacae 26 15 133 
Chemical & Metallurgical En- Druggist Edition .......... 87 54 596 
i aa 818 262 1,862 1,507 Fountain Restaurant ...... 18 8 15 
Civil Engineering ........... 34 27 199 163 General Merchandise— 
os AAS ee 136 09 730 586 Variety Store Editions... §134 $93 611 
Construction Digest (bi-w)... 85 70 509 409 Grocery Edition ........... 71 51 480 
Construction Methods (9x12). 114 94 684 557 Commercial Gar Journal..... 202 148 1,063 
Contractors & Engineers Domestic Engineering ....... 114 78 661 
Monthly (9%x14) .......... 51 36 283 216 Electrical Merchandising 
CE Or hd dk dA AED WER ae 060s 134 117 809 696 CED. Neb wade bas beck cases 81 83 434 
Diesel Progress (8%x11)..... 79 61 449 332 Farm Implement News (bi-w). 91 65 581 
Electric Light & Power....... $97 $80 451 $75 ow eee 55 40 361 
Electrical Contracting ....... 119 105 639 506 OR” ge a ae 9 ll 55 
ON BO Soe 37 7 219 176 Hardware Age (bi-w)........ 172 127 1,262 
SS aes ere 86 80 424 851 Jewelers’ Circular—The Key- 
Electrical World (w)........ 266 221 1,442 1,192 CE errr rer 168 95 867 
OE SEE rr 356 245 1,778 1,045 Men’s Apparel Reporter 
Engineering & Mining Journal 138 126 749 6381 IPRS TED Covawescreavecsous 112 71 869 
Engineerittlg News-Record (w).*§\\t440 *§$311 2,021 1,782 ee ee Serre rer ee 123 87 667 
Factory Management & Main- Motor A ee ree 101 65 528 
«i ere 353 817 2,041 1,668 NJ (National Jeweler) 
Fire Engineering ............ 44 33 230 171 5. Serre 176 135 1,095 
Food Industries ............. 141 118 821 624 Office Appliances (6 5/6x10).. 122 102 709 
Ee ere 238 192 1,184 949 Plumbing & Heating Jonrnal. 29 21 188 
| Se AE eee 88 33 218 180 Sheet Metal Worker.......... *52 *30 317 
ES eee rere 7186 53 478 805 Southern Automotive Journal. 74 53 436 
Heating, Piping & Air Condi- Southern Hardware ......... 7 57 441 
rete araaeasis a8 e ea o:89:8 110 83 697 520 Sporting Goods Dealer....... 50 39 389 
Heating & Ventilating........ 68 45 347 237 Syndicate Store Merchandiser 
Industrial & Engineering Chem- ol, | EE eee 81 47 482 
istry (two editions) ....... 51 160 897 806 Underwear and Hosiery Re- 
Industrial Finishing (4%x6%) 77 60 410 818 DE Se aes. bake aes as 6668 112 102 667 
Industry and Power.......... 138 122 759 664 Wholesaler’s Salesman 67 47 881 
.. ££ 8. errr *\\$745 *614 4,196 3,822 cnabeeneqnnines —_ “ 
Laundry Age (semi-mo)...... 55 45 820 265 ASE ee ce ee ee 2,764 1,963 16,655 11 
Machine Design ............. 267 189 1,396 996 Export Group 
Machine Tool Blue Book American Automobile (Over- 
|. 1 ese 861 313 2,007 1,762 Ee 26 19 254 
OO, ae reer 349 328 2,006 1,899 American Exporter .......... 234 161 1,703 1 
Manufacturers Record ....... 56 39 334 211 Automovil Americano ....... 43 80 875 
Marine Engineering & Ship- PCr ee 51 37 B84 
eS eee 284 286 1,790 1,503 Hacienda (two editions)..... 81 70 570 
Mechanical Engineering ..... 113 88 609 425 Ingenieria Internacional Con- 
Mechanization (4}2x7y.) .... 80 63 432 381 SUM, otc ds spas 06% 00% « 80 59 4138 
OB yl Sr 80 67 420 333 Ingenieria Internacional In- 
eee 165 127 970 753 CI NEGARG o 225-440 644.466 93 71 654 
Metals and Alloys........... 200 155 1,129 874 Oficina Mecanica Moderna 
EO eae 3038 254 1,704 1,420 SUIUNEE ngs cseeesseses 109 76 205 
De Cs i card vaca cvaes 220 189 1,278 1,084 Revista Aerea Latino America 38 81 217 
Mining and Metallurgy....... 33 27 177 149 | Spanish Oral Hygiene 
Modern Machine Shop 8S ES errr rr e 30 23 171 
eee 334 439 1,985 1,918 Taller Mecanico Moderno 
Modern Packaging .......... *94 *73 562 447 CQUATECTIY) «once eee cceves 109 76 205 
oe eg. *155 *o4 918 525 pas am 
National Bottlers’ Gazette. ... 105 82 615 430 . , eee eee eee 894 653 5,151 , 
National Petroleum News (w) 106 74 566 386 Class Group 
National Provisioner (w)..... 107 85 655 515 Advertising Age (w) 
Oil & Gas Journal (w)....... *8377 *298 2,462 1,786 CS ite se ada speanes hi7e 128 1,136 
Le ME SUED osc sdaek.s nase *228 *145 1,300 R74 American Funeral Director... 42 82 236 
Paper Industry & Paper American Restaurant ........ 68 39 354 
RRS ee ee 80 62 456 371 Banker's Monthly ........... 18 10 117 
Paper Mill News (w)........ §* 137 §*112 638 530 6D 2a eee ee . 63 46 565 
Paper Trade Journal (w)....*§$)1188 $*130 866 671 Hospital Management ....... 63 50 393 
.. 8. aaa 67 61 347 278 Hetel Management .......... 69 44 382 
Petroleum Engineer .... : 188 95 918 683 Hotel World-Review (9%4x14). *|32 *21 186 
Petroleum Refiner ...... “ 212 181 1,178 915 Industrial Marketing ........ 112 92 650 
EO OS eee ere *B5 *7) 589 472 Medical Economics (4%4x6%). 100 87 642 
SAA ese Beata 291 254 1,566 1.343 Modern Beauty Shop......... 88 49 472 
| Power Plant Engineering... .. 132 127 793 672 Modern Hospital ............ 156 124 926 
Practical Builder (10%x15)... 17 13 114 81 eS eee eee 43 26 294 
6 ae eres 53 43 331 268 | Occupational Hazard (4%x6). 48 39 300 
| Product Engineering ........ *357 *260 2.009 1,407 Oral Hygiene (4,°;x7*)..-..- "139 127 851 
| Products Finishing (4%x6%). 69 60 321 266 Restaurant Management ..... 54 B34 309 
yy... ES ea ere 235 217 1,448 1.110 Scholastic Coach ..........s-; “37 “14 117 
LMAWRD AMG UW). cc ccescccce 221 165 1,725 1,343 School Management (9%42x11%) 13 ~ 111 
Railway Purchases & Stores.. 111 77 663 505 THOMEO WOTKE CW). 205 ccccscie 89 80 573 
ROMGS Mt GOS. 26s 6cccscease 79 58 436 828 m— a ae ona 
| UU eer ee 87 69 493 386 EL SHA GeCun ds s.ce eee 1,384 1,049 8,614 6 
Southern Power & Industry.. 118 101 720 576 ane 7 , 
RN ee oo adi) ae Cre dane 467 405 2.941 2.467 $Includes special issue. “Includes classified advertisi: 
EPS rrr eere 22 15 127 89 |Last issue estimated. tFive issues. Three issues. **! 
Telephone Engineer ....... 40 34 295 241 issues. 


SIX MONTHS 
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AND FIRST 


4 


issues of Electrical Dealer, Elec- 
trical Merchandising, Electrical 
South, House Furnishing Review 
and National Furniture Review; 
Electrical World for July 8, and 
Air Conditioning & Refrigeration 
News and Retailing, both for 
July 17. 

The trade is being told that in- 
terest in the new Westinghouse 
home freezer for postwar will be 
whetted via full-page, full-color 
messages in the Aug. 19 Saturday 


Evening Post, September Good 
| Housekeeping, and Sept. 2 Col- 
|lier’s. Dealers are urged to ask 


| Westinghouse distributors for fur- 
ther information about the divi- 
|sion’s postwar plans, including a 
/new presentation, “On your mark, 
|—Get set.” 

Merchandising helps for dealers 
include color easel-type coun- 
ter cut-outs showing a Westing- 
house home freezer being un- 
loaded from a truck, and a 22x28 
poster blow-up of the August ad, 
to be mailed to all retail outlets 
before the consumer copy breaks. 
A booklet reprint of “The Story of 
Frozen Foods,” and a letter and 
calendar highspotting the cam- 
paign, also will be sent out. 

First consumer copy, developed 
as part of the Westinghouse full 
line advertising program, accord- 
ing to Roger H. Bolin, advertising 
manager, pictures a typical Ameri- 
can family and its Victory garden 
produce. “All together now—let’s 
can, brine, dry or freeze every ex- 


| 


tra speck of food from our Victory 
gardens and farms,” it says. “It 
will assure good eating next win- 
ter in spite of any food shortages. 
Save the surplus—make Food 
Fight for Freedom.” 

“Then pause and dream of the 
tomorrow when you can eat what 
you want regardless of harvest 
dates or seasons,” the ad con- 
tinues. “When you'll take fruits 
and vegetables at the height of 
their sun-ripened goodness, pop 
them into your Westinghouse home 
freezer ... and serve them when 
you will. 


No ‘Pipe Dream’ 


dreams? Not on your 
life! We at Westinghouse know | 
now that they’ll all come true. | 
For when the war is over, we 
will again build a proud line of 
electrical home appliances. And | 
a new shining star for both city | 
and farm will be the home 
freezer.” 

Thirty million prewar Westing- 
house appliances, the public is as- 
sured, “are your postwar promise 
of still finer ones to come.” 

Tie-in announcements on the 
Aug. 18 and 25 broadcasts of the 
Westinghouse “Top of the Eve- 
ning” program heard thrice weekly 
over the full Blue Network at 
10:15 p.m., EWT, will call atten- 
tion to the consumer copy and on 
Aug. 20 John Nesbitt will feature 
frozen foods on his science story 
broadcast for the company at 2:30 


“Pipe 


p.m., EWT, over the full NBC n: 


work. 

Fuller & Smith & Ross, Cle’ 
land, handles the publication 
vertising of the division, McCa 
Erickson, New York, the r 
programs. 


Kelvinator Plans Full Line 


Although keeping details a 
cret for the time being, Nash-! 
vinator Corporation, Detroit 
using its current trade public 
space to assure that it will 
ready in the first postwar y 
with “more than a complete 
of refrigerators, home free 
electric ranges and water heat 
Its Electrical World copy is k* 
to the concern of electric util 
which it points out “face a 
mendous task in building up 1 
domestic load in the first post 
years.” 

“Here at Kelvinator we aré 
ready at work formulating | 
range merchandising plans 
will help utilities get these 
builders into owners’ homes W 
they will do their part in inc! 
ing current consumption on don 
tic lines,” the ad points out. 
details will be announced at 
proper time.” 


Heads General Sales 


James H. McIlroy, sales m 
ager of the wares division, Gen‘ 
Steel Wares, Toronto, has be 
named general sales manager. 
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U. S., Canadian 
Business Papers 


Show Good Gains 


C xicago, July 12.—Although the 
sai) in advertising volume of June 
us ness papers was held to 17%, 
160 publications represented in a 
con pilation by Industrial Market- 
ing reached the half-way mark in 
19/4 with a 27% advance over the 

six months of 43. 
usiness papers in the indus- 
_ trade, export and _ class 
ips carried a total of 20,927 
s of advertising in June 
issues, compared with 17,838 in 
Ii of last year. For the first 
ix months of the year, these same 


ars 


. rT publications ran up a total of 
121.136 pages, compared with 95,- 


Largest advances were marked 
yy the trade publications, with 


J e volume up 41% and the six 


ths’ gain 43%. Industrial pub- 

tions gained 12% in June is- 
sues, 23% for the longer period. 
Export papers are up 37% for 
June, 41% for the six-month 
period. Class papers gained 32% 
n June issues, 37% for the half 
year. 
“In its twice-annual compilation 
of advertising volume figures for 
Canadian business _ publications, 
Industrial Marketing lists a 18% 
gain for 69 papers over the six- 
month period. Industrial publica- 
tions, leveling off in volume, car- 
ried a total of 6,938 pages, a gain 
of 1,027 pages or 17% The trade 
group, with 5,510 pages, is 17% 
ahead for the half year. Biggest 
advance was marked up by the 
class group, with a 22% gain to 
3,653 pages. In all, 69 publica- 
tions reported a total of 16,101 
pages, compared with 13,595 pages 
during the first six months of 1943. 


Kliman Named Gruen 
Advertising Manager 
Bernard M. Kliman, for the past 


nine years advertising and promo- 


tion manager of Loomcraft prod- 
ucts, made by 
I. Schneierson & 
Sons, New 
York, has been 
appointed ad- 
vertising man- 
ager of Gruen 
Watch Com- 
pany, Cincin- 
nati. 

Mr. Kliman 
has_ specialized 
in trade promo- 
tion and mer- 
chandising for 
more than 18 years, and at one 
time headed his own advertising 
agency. 


Named Wright V. P. 


G. M. Williams, a director and 
senior vice-president of Curtiss- 
Wright Corporation, has assumed 
additional duties as executive vice- 
president of Wright Aeronautical 
Corporation, New York. P. B. 
Taylor has been named acting 
gen oat manager of Wright Aero- 
nautical, 


B. M. Kliman 


Nichols Names Brown 


“ian Brown has been appointed 
advertising manager of W. H. 
Nichols & Sons, precision pump 
\ manufacturer, Waltham, Mass. 


U 
— 
—— 


ONE-MAN AGENCY 
WANTS AN ASSOCIATE 


lh ng out my shingle about a year 
‘i after 20 years’ agency experi- 
For a one-man agency, my 
bil ng is substantial. I am finan- 
\\ \y healthy, and future prospects 
good. But I think I could do 
better by teaming up with a 
who can supplement in talents 
I haven’t got—and vice versa. 


partner I’m seeking must be 
to support himself. But I’m 
interested in anybody who is 
ily shopping for a bigger cut. 
more interested in new busi- 
which we can get by working 
her 


terested, contact me, direct or 
ect. 

Bo 4927, Advertising Age, 100 E. 
Ohio St., Chicago, Tl. 


Begins Spot Campaign 

Through M. H. Hackett Com- 
pany, New York, a large scale 
radio spot campaign has been re- 
leased in the New York metro- 
politan area by Twentieth Century 
Fox for its technicolor picture, 
“Wilson.” 


Dunham Resigns Hercules 


Russell H. Dunham has resigned 
as board chairman of Hercules 
Powder Company, Wilmington, 
Del., but will continue as a di- 


rector and finance committee 
chairman. Charles A. Higgins, 
president of the company, will 
take over the board chairman’s 
duties. 


Baldwin Promotes Two 

Locomotive and ordnance divi- 
sion of Baldwin Locomotive 
Works, Philadelphia, has ap- 
pointed C. G. Green to handle 
sales and‘ service on Baldwin- 
Westinghouse Diesel locomotives 
and J. G. Broz as sales manager, 
Diesel engine section. 


Music Groups Appoint 

San Francisco Grand Opera 
Company, New Orleans Municipal 
Auditorium and Symphony Or- 
chestra, New Orleans, have ap- 
pointed Sigmund Gottlober, direc- 
tor of Concert Program Magazines, 
New York, as national advertising 
representative for their official 
program magazines. 


AFA Elects Six 


The Advertising Federation of 
America has elected to member- 
ship Roche, Williams & Cleary, Inc. 
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and National Association of Retail 
Druggists, Chicago; Paul Block 
and Associates, New York; the 
Patriot and the News, Harrisburg, 
Pa.; S. M. Brooks Advertising 
Agency, Little Rock, Ark.; and the 
Constitution, Lawton, Okla. 


MULTIGRAPHING—FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 8S. Dearborn St., Chicago Wab. 8655 
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‘John Drake to WLS 


John Drake, promotion manager 


Glove Account to Hoyt 
Meyers Make, Inc., New York, 


maker of women’s gloves, has ap-!|for Stations KRNT and KSO, Des 
pointed Charles W. Hoyt Com-| Moines, has resigned to join the | 
pany, New York, to handle its ad-| promotion staff of Station WLS, 
vertising. Chicago. 


WE GET NO 


FROM THE FIJI ISLANDS! 


@ The Fiji Islands situated in the South Pacific cover an 
area of approximately 7,069 square miles and have a 
population of about 180,000. There may be a few 
radio receivers on the islands but we wouldn't know 
because the islanders never write and say they listen 
to WFIL. But we do know that in the bustling Philadel- 
phia Trading Area, population over 6,000,000, more 
and more people are listening more and more to WFIL 
... and writing to tell us. In 1943 the most impressive 


gains in listening audience in this entire market were 
registered by WFIL! 


Big sales volumes are still made in big markets with big 
potentials. Waste circulation is as it denotes—purely 
waste. Why pay for it? Use the station which delivers 
exactly what you want... and in the most economical 
manner. If your advertising is not now being broadcast 
over WFIL it is because you are following tradition and 
blind routine. Business men whose minds are flexible 
promptly adapt new methods and respond instantly to 
all trends. The shift is toward WFIL. If you have not 
lost the capacity for change then we invite you to 
make more sales through the use of WFIL, the station 
which serves the Philadelphia Trading Area ... and 
not the Fiji Islands. 


A BLUE NETWORK AFFILIATE 
* 


REPRESENTED NATIONALLY 


BY THE KATZ AGENCY 


Advertising Age, July 17, 19 


JULY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


| ——1944——. —19483-——. , -———-1944—_, ——1943 
Pages Lines Pages Lines | Pages Lines Pages Li 
GENERAL Sereen Guide & Star- 
Ace Fiction Group 8.6 1,809 6.7 1,327 MO ass ase 4.0 suse e ea 27.2 18,502 13.4 ( 
i}tAmerican Magazine. 59.2 24,872 57.9 24,842 | Screenland Unit 38.9 16,704 23.6 10 
American Forests 11.9 4,998 9.1 3,808 Screen Romances 46.4 19,902 32.8 14 
American Home ...... 32.5 20,511 24.1 LE-BST ft ORO Sieh ces backs 17.4 7,671 13.1 
| American Legion 22.7 9,753 23.2 9,951 True Confessions (F) 49.7 21,308 39.2 16 
Asia & the Americas 2.2 925 0.3 143 True Experiences 
| Better Homes & (eee eee 41.9 17,960 33.3 14 
ee ee oa 41.7 26,378 35.0 22,105 True Love & Romances 
Christian Herald .... 16.4 6,875 12.8 5 37 SG cd he gies odie a éna'9 $1.9 17,963 32.6 1: 
CE 6 a0 od Dare esa as 19.2 13,035 7.9 5,376 True Romance 45.2 19,389 35.2 15 
COOUMIOER ack. eee cs Ee 5.0 3,391 2.2 1,523 TPUG BtOry «25... 63.6 27,263 42.8 18 
}Cosmopolitan .... ia 66.5 28,538 62.5 26,813 WOES 5 .¢eaikss 86.1 54,398 63.7 4() 
Dell Detective Group.. 19.8 8,493 9.2 3,956 | Woman’s Day 33.2 14,229 17.7 7 
Dune Review ...5 2% <a 25.3 10,831 16.4 7,036 | Woman's Home 
5 J See er 15.1 6,347 10.6 4,548 Companion 49.0 33,331 0.0 34 
| Esquire (Natl.) 77.5 52,069 69.4 46,551 . - —_— 
oo Re ee eae 10.2 7,035 7.6 5,251 Total Group 1,495.5 752,995 1,132.9 64 
| Faweett Men’s Group: STANDARD 
| *Startling Detective. 8.7 3,722 6.5 2,803 American Mercury ... 9.2 1,683 9.2 ] 
UR aie Kia hea 9 a ce 9.5 4,079 6.5 2,803 Atlantic Monthly ..... 43.0 18,060 7.8 15 
POrtune .i2%. eee 73.2 109,441 137.0 86,584 Harper’s Magazine ... 43.8 10,431 35.6 8 
House Be autiful Saree: 39.3 24,821 18.7 11,839 - — 
|House & Garden...... 29.9 18,890 19.2 12,163 | Total Group ..... 96.0 30, 174 1 82.6 25 
Improvement Era : 14.5 6,220 14.0 6,006 OUTDOOR 
| Macfadden Detective *American Rifleman 15.3 6,409 14.1 6 
| Group ........+s.... 15.4 6,605 9.5 4,080 Field & Stream...... 18.6 20,415 31.1 13 
| Mechanix Illustrated.. 45.8 10,269 33.6 7,540 | Fur-Fish-Game ...... 11.7 5,119 12.6 
*=Moose Magazine .... 5.9 2,520 nee ... | tHunting & ishing 17.6 7,391 8.9 3820 
+Motor Boating ...... 79.1 46,501 88.3 38,160 | tOutdoor Life ........ 54.4 22,854 26.8 11 { 
Nation’s Business ..... 43.9 18,423 43.4 18,241 | +Outdoors - 16.6 6,987 9.2 R944 
| tNati ‘ Senate in 298 7 R16 2a 9 7.93 +S s field 37.1 15,576 23.1 9,891 
| {National Geographic.. 32.8 7,812 33.3 7,931 Sports A 57 
| bNature Magazine .... 3.8 1,464 5.4 2,271 7 ey, aaa . 
Popular Mechanics ... 91.2 20,426 62.1 13,916 Total Group 201.38 84,751 125.8 54,032 
| Popular Publications. . 11.0 2,464 9.9 2,218 JUVENILE ‘ ‘ 
| Popular Scienge .... 91.8 20,552 62.2 13,923 | tAmerican Girl 5.5 2,326 3.1 1,310 
Redbook ....... ito 20,212 32.2 13,826 | Boys’ Life .......... 14.2 9,629 8.5 5,739 
ee eae 9.3 4,001 3.9 1,685 | eCalling All Girls..... 16.5 6,279 6.0 2,291 
Scientific American .. 11.1 4,745 9.9 4,259 +Open Road for Boys.. 6.5 2,744 7:3 3,081 
fiStreet & Smith TERS. COMIGE oases: 10.4 3,943 3.3 1,270 
Fietion Group ...... 5.5 1,023 7.5 1,706 on ee nae 
0 NES eS PO” ae ae 31.4 13,223 27.3 11,467 ye Re | ee 53.1 24,921 28.1 13,691 
| Thrilling Group ...... 15.2 3,414 14.8 3,322 WEEKLIES—June 
i'Town & Country...... 60.2 40,460 46.3 31,108 7American Weekly ... 59.2 59,192 40.5 77,090 
c* Woodmen of the +Business Week ...... 299.2 125,673 282.3 121,114 
eee AT re ee 3.3 1,412 ‘ical rae aChristian Advocate.. 10.0 4,206 11.3 4,742 
eo 81.4 47,863 53.6 33,891 | Collier’s ........... .. 172.0 116,968 164.2 111,675 
= a ae i ee r OSES RRA ae Ieee ea 76.4 32, 768 53.9 23,136 
| Total Group ...-1,366.7 654,689 1,087.0 509,954 | tera im 4 Circle as 4 pe ey a eH 7 roy 
| “orbes (semi-monthly) 44. 8,91: 4,060 
WOnEN MONE Ae ¢ sistas 5.4.4.0 % 0% 210 26.2 16,020 12.6 10,759 
Charm Cente eens 58.0 24,882 20.8 8,941 Liberty ...... $4.2 40,399 54.2 23,24¢ 
Glamour... .. 33.5 14,371 17.7 7,579 1 eee za 255.8 173,947 211.5 143,811 
(;ood House ke “¢ ping ak 58.5 25,096 70.9 30,394 daLook (e. o. w.).. 74.0 50,313 112.1 76,209 
*+Harper’s Bazaar .... 52.7 33,307 43.0 28,927 Newsweek ......... 242.9 102,001 262.7 110, 
ol)”. gf eae 11.8 8,960 8.9 6,735 +New York Times 
eee er eee 13.3 9,067 11.0 7,486 Magazine ....... 7 92.4 78,614 55.0 55,005 
Ladies’ Home Journal. 64.4 43,822 58.1 39,501 | New Yorker 181.1 77,672 176.3 75,641 
Mademoiselle ......... 78.0 33,462 65.4 28,171 *Pathfinder ....... 28.9 12,120 i 
@ (oh ig Bee eee ee eee 59.1 40,201 47.0 31,944 WEP aie aad 60 3s & 0780 19.9 14,186 12.1 8,686 
; Modern Romances Pic (bi-weekly) 5.5 3,740 5.1 3,485 
| COMERS os cecad wes 43.8 18,775 29.9 12,818 | Saturday Evening 
Modern Screen (MM). 50.8 21,780 32.9 14,105 are 227.5 154,676 232.2 157,904 
| Motion Picture (F) .. 52.2 22,387 38.6 16,564 *+This Week Magazine. » ez 29,637 45.8 38,897 
|*Movieland .......... 28.6 12,277 sis “be | ee ere 270.9 113,761 273.9 115,043 
oe Fe rere ee 30.8 13,242 16.8 7,225 United States News... 211.3 88,742 168.7 70,845 
Movie Show ..... 4 a 13.0 8,841 28.1 19,110 — _ - ———_ 
Movie Stars Par ade pate 31.8 13,679 16.5 7,083 Tesel Grease .5 6«i> 2.436. 1 1,312,780 2,212.4 1,256.40¢ 
Movie Story (F)...... 52.2 22,391 37.6 16,137 -—- — 
| RROVIGE 2 icc esebvaasar 31.5 13,544 16.3 7,012 aFive issues 1944; 4 issues 1943. 
|; Parents’ (N. Y. Metro. bJune-July issues combined 1944. 
| MGR 2. ies akduae eee 59.9 25,698 5.3 15,139 cJune-July issues combined ‘43; July-Aug. issues 
rarente’ CNet} .1.40 54.7 23,477 33.7 14,447 | combined ‘44. 
| Personal Romances .. 26.2 11,231 14.7 6,309 | *+Page size changed since last year. 
| Photoplay-Movie | dTwo issues 1944, three issues 19438. 
Mirror (Mac) ...... 54.2 23,237 39.1 16,793 | eIncludes main paper and story section. 
Promenade ........... 38.2 16,382 21.4 9,165 fTwelve issues 1943, seven issues 1944, 
tadio Mirror (Mac) .. 38.6 16,543 31.8 13,620 tNow limiting advertising to 33 pages per issue. 
*Real Story ......... 20.3 8,714 | *Not included in totals. 
1*Real Romances ..... 20.3 8,714 ae | *July-August issues combined, 


‘Launch Coffee Campaign 


A series of 5 column x 118 line 
newspaper advertisements remind- 
_ing consumers that M.J.B. coffee | 
|is still vacuum packed to — 
| its flavor is being run by the S 
Francisco company in its aciorn | 
states territory. Twenty-four sheet 
| posters will also be used. BBDO, 
| San Francisco, is the agency. 


'Ga. Stations to Blue 


| Station WRLD, West Point, Ga., 
and Station WGAA, Cedartown 
Ga., on July 1 joined the Blue Net- 


work as member of the South Cen- | 
tral group, increasing the total of | 


Blue affiliates to 194. .The two 
stations will be available only as 
a package with Station WDAK, 
| Columbus, Ga. 


Nat'l Maoniine 
Linage for July 
Shows 18% Gain 


New York, July 12.—With out-| 
door and juvenile publications 
| Basing the way, percentage-wise, | 
July issues of national magazines 
| gained 18% in total advertising 
linage, compared with July, 1943, 
|issues. The entire group carried 
| 2,860,310 lines of advertising, as 


| year. 


lines in July publications, are up| 
28.4% over the previous year. The | 
women’s group, totaling 752,995 
lines, is 33.4% ahead of July, 


‘ABC Adds Agency, 
‘Media Members 


New members of the Audit Bu 


lows: Advertisers: 
turers Institute, New 


|reau of Circulations are as fi 
Can Manufa 


York; E: 


| Railroad Company, Cleveland; \ 
Sheaffer Pen Company, Fi 


,|compared with 2,424,468 lines last man & Co., 


Madison, Ta.; 


T. Eaton Compa) 


Toronto; Robert Simpson Compa 


Toronto, 


Windsor. Agencies: 


and Sterling Produc 


Thomps 


Koch Company, New York; W: 


Buffalo; 


Young 


Rubicam, Chicago and Toro! 


General magazines, with 654,689 | E- _W. Reynolds & Co., 


Toror 


| and Vickers & Benson, Montrea! 


| 


| 


Newspapers: 
Miss.; Telegram, 


Press, 


zine: 
Stories, 
Papers: 
geles, 


New York. 
California Styl 
and National 


| Dealer, New York. 


issues. Standard magazines are 
up 16.4%, with a total of 30,174 
lines. 

Outdoor magazines, with 84,751 | 
lines as compared with 54,032 
last year, are 56.9% ahead, while | 


the juvenile group, carrying a to- 
tal of 
691 lines in °43, ; 
June weeklies, totaling 1,312,780 
lines as against 1,256,406 lines, 
erased a decline of the previous 
month to show a 4.5% advance. 


is up 82% 


Exporters Elect Wynne 


Carl Wynne of Overseas Indus- 
tries, Inc., has been elected presi- 
dent of the Export Managers Club 
of Chicago. Other officers are: J. 
L. Cunningham, general manager, 
Borg-Warner International Cor- 
poration, lst vice-president; W. H. 
Stanley, Wm. Wrigley Jr. Com- 
pany, 2nd vice-president, and C. 
C. Coldren, retired foreign trade 
vice-president of Quaker Oats 
Company, secretary-treasurer. 


24,921 lines as against 13,- 


Clarksd: 


Columbus, Ne 
1943, | and News, Tuscaloosa, Ala. Ma 
True Avia tion Pictu 
Busine 


ist, Los / 


Photogra} 


Direct Hartford Compan 


Roger E. Gay, presid 


|tol Brass Corporation, 


E. Carroll, vice 
Arrow-Hart 
Company, have 
the board of 

Mfg. Company, 
Gordon F. 
named 

Shevlin, 


been 


Gilmore 
treasurer and 


Whitney 
Hartford, Cé 


ent of B 
and Rol 


- president 
& Hegeman Elect 


elected 
Chai! 


has. bi 
Arthur 


general manager 


O-I Can Promotes Two 


Earl Burns, 
of Owens-Illinois Can 
Baltimore office, 


formerly 


manag 
Compan: 


has been namé¢ 


manager of the company’s Chicas 


branch. Jack Thayer, 
York manager, 
to manager. 


acting Ne 


has been promot 
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\De! Monte Sued 
by OPA on Price 


Violation Charge 


Sen Francisco, July 11.—In a 
iit filed in Federal District court 
he OPA California office here 
week the California Packing 
Corporation, Del Monte products, 
made the defendant in a treble 

ige action for $1,114,408 in 

n OPA alleged that this com- 
sold canned pineapple juice 

rut continuing to 
Meustomary allowances 


Thompson Joins Sears 


Fred H. Thompson, for the past 
;eight years advertising director of 
| the Daily Bulletin, Martinsville, 
| Va., has been named retail adver- 
tising manager of Sears, Roebuck 
& Co., Atlanta store. 


Penn to Geare-Marston 
Geare - Marston, Inc., Phila- 


|delphia, has been named to handle | 


jadvertising for Penn Mutual Life 
Insurance Company. National 
|magazines will be used. 


New ‘Bay Shore’ 


Tabloid to Make 
| Bow July 17 


| New York, July 11.—A new daily 
five-column tabloid newspaper to 
'cover Suffolk County, Long Island, 
will begin publication July 17, the 
second Long Island paper to be 
launched by Alicia Patterson and 
her husband, Comdr. Harry F. 
Guggenheim, U.S.N. 

Called the Bay Shore Newsday, 


the paper will carry national and 
international news from UP and 
INS, in addition to Suffolk County 
local news and features. It will 
be entirely different from the 
Hempstead Newsday, paper started 
by Miss Patterson in 1940. 


51 
Alan Hathway, managing editor 
of the latter newspaper, will su- 


pervise both, while William Steele 
will be transferred from the 
Hempstead staff to edit the new 
tabloid. The WPB has granted 
the regular allotment of paper. 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthiy since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


the trade | 
and dis- | 


ts including promotional dis- | 


A claims also that the com- 


made other sales over ceiling | 
under maximum price regu- | 


is, which included canned 
ragus, snap beans, lima beans, 
carrots, beets, chili sauce, 


pickles, spinach, tomato cat- | 
juice | 


tomato tomato 
tomatoes. 
nomas C. Ryan, chief enforce- 
attorney in the California 
office of OPA, in discussing the 
said that “it has been cus- 
tomary for many years for the 
firm to allow to their customers 
promotional discounts and feature 
brand allowances. More than a 


puree, 


; 
mé I 


year ago the firm withdrew these | 


allowances and forced the trade to 
pay the maximum ceiling price on 
all items. This reflected in higher 
prices to the consumers who pur- 


chased from the corner grocery, as | 


the corner grocery markup was 
based on the price paid the firm 
for the particular item.” 


As an indication of the general | 


policy of the OPA, Mr. Ryan de- 
clared further that “this action 
filed against one of the largest 
processors in the United States is 
he beginning of a concerted drive 
by OPA to insist that processors 
orrectly price items sold by them 
o the corner grocery store so that 
he consumer will not have to pay 
for any item more than its actual 


Three Major 
Companies Tie in 
with OWI Drive 


New York, July 11.—Recent re- 
cruits to the OWI program enlist- 
ing American advertisers in com- 
batting German product propa- 


ganda in neutral countries (AA, 
May 8) are General Foods Cor- 
poration, Ford Motor Company 


and National Cash Register Com- 
pany, the special promotion divi- 

of OWI’s overseas branch 
shows in a book, just published, 


on “American Advertising Today | 


n Sweden, Spain, Portugal, Tur- 
‘ey and Egypt.” 

[he book contains current sur- 
eys of business conditions and 
Postwar prospects in these coun- 
ries, with samples of both Ameri- 
an and German advertising being 

ished there today. 

WI available to advertisers in 
countries are outlined. 


Norge Issues ‘Family’ 
Norge division 
ration has begun publication 


Facilities | 


of Borg-Warner 


| 


| 


| 
| 


gence officer Sir R. 


which the late, great British intelligence officer, T. E. 
might have described the chieftain who led the Arab revolt that 


Had Time been published in 1916, these are the words with 


Lawrence, 


Take today’s great traveler, scholar. British intelli- 


H. Bruce Lockhart. TIME sub- 


scriber 2-13-ZH-09-597. Or look around you at the 


travelers in any Pullman car or plane or top-notch 


hotel—in their hands, on their laps, peeking out of 
their luggage, you will see that traveler’s compan- 
ion: the ever-present copy cf TIME. 


Plain fact is—TIME readers travel a lot more than 


new monthly employe maga- | 


called “The Family,” a 
publication. 


16- 


DOK IT UP in 
se MARKET DATA BOOK! 


* 

| “ONSUMER MARKETS EDITION 
* 

a SUSINESS PUBLICATIONS EDITION 


most Americans—go on more expensive vacations— 


Great Trawelers of Yesterday 


LAWRENCE OF ARABIA IN 1916: 


ended in the final defeat of the Turks at Damascus during World 
War I. For Great Traveler Lawrence would almost surely have 
been a faithful reader of TIME as most travelers are today. 


GREAT TRAVELERS OF TOMORROW 


have the bigger jobs that call for traveling —have 
the bigger incomes that make traveling possible. 


The readers of Time have almost twice as much 
to spend as the average American—no wonder they 
are America’s most traveled million! 


And so, no wonder Tie has been the leader in 
Travel, Resort, and Hotel advertising year after year 
for the past 10 consecutive years (except for one 


year when it was second) ! 
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Seeks Internat'l Tie-up 


Application for membership in 
the International Cooperative | 
Trading Agency, London, has been | 
voted by National Cooperatives, 
Inc., U. S. business federation of 
consumer and purchasing coopera- 
tives. The agency serves as a 
clearing house for international 
trade of cooperative wholesales in 
27 countries. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and ‘“‘Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other c lassifications (single insertion rates): 
 in., $3.50; 1 to 3 in., $6.50 per inch. 

w ORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS, 


HELP WANTED HELP WANTED 
a: . ies at ——— 


=} | ADVERTISING MAN AGER, by me- 


m P diur 1 tablished fac- 
Plans Co-op Paper OUR CLIENTS NEED MEN @f turer in Pennsylvania. Able ee ee 
whose record and experience in advertising. 


Associated Cooperatives of Cali- |tradepaper ads, catalogs, direct- 
fornia will launch a new news- sales and management can stand rigid in- mail pleces and work with agency. 
paper this month to serve both spection. Fuil charge Advertising Depart- 


: . |] Positions open from coast to coast. ment. Industrial. Good post-war 
northern and southern California, || free pooktet, “How to Match Men and Jobs” possibilities. Give details of experi- 
replacing the Southern California 


sent on request. ence and education, stating mini- 
Cooperator and Co-opportunity, 


mum salary desired. Write in con- 
northern California co-op publi- PERSONNEL CONSULTANTS 


fidence to: 
PP . »» Box 4922, ADVERTISING AGE 
cation. matching men and jobs 100 E. Ohio St., Chicago 11, Ill. 
8 South Conte, fess AN Dover 3129 — one icaiedethined 


— — Dh ‘ r ‘ r? 
m a ae (Solid firms seekin md mon enty are I NEED A RIGHT HAN D MAN! 
Zinc Restrictions Eased ™ “eNsaltelted) er eS, dees ieee nt con 


looking for: He has layout skill and 
WPB has amended restrictions imagination; writes decent copy; 


. heads . . SEE ——_—_—_—_ ——|{can draw a bit; enjoys all-around 
on zinc sheet for printing plates to|Bugnic RELATIONS DIRECTOR.| production of ads and promotion 
permit the use of 100% by weight} MAN WHOSE TRAINING WILL) ideas; has done well thus far. but 

j sed j QUALIFY HIM AS PUBLIC RELA- | realizes that the present is a short- 
of the ra ly of nr used — TIONS DIRECTOR IN CENTRAL | lived golden opportunity to get into 
corresponding quarter in ‘| WESTERN REGIONAL OFFICE OF/a big outfit where he can. really 
Formerly use of only 60% was |INTERNATIONAL ADVERTISING|demonstrate his ability. If you 
permitted. Also, as much as 250 | AGENCY. STATE QUALIFICATIONS | think you qualify, give full informa- 

d f zi 1b oO AND EXPERIENCE. | tion to John Marston, promotion 
pounds of zinc may now be con- | Box 4932, ADVERTISING AGE | manager, The Des Moines Register 
sumed in any calendar quarter. 100 E. Ohio St., Chicago 11, Ill. land Tribune, Des Moines 4, Iowa. 


HE LP WANTED 
~ UP TO. $6,000 

FOR TALENTED 

LAY OU T MAN 
tock-ribbed middle- west agency 
(not Chicago) has permanent open- 
ing with expanding opportunity for 
layout artist with advertising sense 
. one who can capably handle a 
div ersity of products from fine house 
furnishings to heavy industrial, 
knows direct mail as well as space, 
is fast on visuals and has a thor- 
ough knowledge of type and design. 
Reply by letter giving essential 
facts about yourself and your ex- 
perience. Our own organization has 
been notified in advance. Write: 
Box 4921, ADVERTISING AGE 
100 E. Ohio St.,, Chicago 11, Il. 


George “Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. a Chicago, Il. 


TYPIST for advertising department 
of mail order company to make sim- 
ple type layouts and measure type. 
Experience helpful but not essential. 


Phone Mr. 
0422. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 

310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 
OPPORTUNITY FOR GIRL SECRE- 
TARY to gain rapid advancement in 
advertising field. Must be experi- 
enced typist, fast on dictation and 
have some knowledge of advertising 
creation or _ production. Position 
will be assistant to advertising man- 
ager of south’s fastest crowing 
trade papers. Write, stating salary 
expected, experience, etc. Position 
must be filled quickly. 
Advertising Manager, Box 251, New 
Orleans, Louisiana 


PRODUCTION MAN: experienced, 
conscientious, knowledge of art 
work, photo-engraving, typesetting, 
printing. Capable supervise prepa- 


Levenger: Haymarket 


Advertising Age, July 17, 194 
POSITIONS WANTED 


ADVERTISING-ART ©& 
PRODUCTION-CONTACT 
Directed planning, production, pu 
chasing, ete., of my own advertisi 
art, & graphic arts services for t}.2 
past 20 years. Ideas, layout, cop 
art, photography, typography, phot 
engraving, printing, ete. Magazi; 
direct mail, catalog, syndicate se; 
ice, ete. Also written juvenile bo; 
& comic continuities. Man; age 
married; family. Creative qui 
versatile, compatible, personable. 
Box 4923, ADVERTISING AGE 
100 E. Ohio St., Chicago 1 ai, mile 


?? NEED COPY HELP ?? 
—on ads, direct mail, letters, follow. 
ups, articles, speeches. 25 years’ ex- 
perience. Job or fee basis, Chicag 
area. 
Box 4929, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


CAPABLE PRODUCTION MAN 
Now open for mfg. or publ’r p 
for postwar. 20 yrs. ptg., new: 
advg.; draft-exempt; buy pt 
engvs., paper, typography, et 
good type display. 

Box 4933, ADVERTISING AGE 

100 B. Ohio St., Chicago 11, Ill. 


ADVERTISING PRODUCTION 
5 years top heavy experience cost 
engravings, typography, printing. 
college graduate, veteran, $55. 

Box 4934, ADVERTISING AGE 
330 W. 42nd St., New York 18, N 


ACCOUNT EXECUTIVE (for ady 
agency. 25, Univ. grad., married, 
have served inarmy. Now freelancer 
and sales rep. Want good future 
Box 4924, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
PUBLISHER’S RE P. in Chgo. is in- 
terested in rep. trade or class pub! 
Box 4920, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WELL KNOWN PHOTOGRAPHIC 
[ILLUSTRATOR wishes to make new 
connection with studio, adv. agency 
or publisher. West Coast, Chicago 
Doing adv. illustra- 


or New York. 


rs Vv alane* ration | and routing through of|tjon, editorial or feature reportage, 
i clients’ orders in_our own plants,| or educational film. 
located in New York City. State Box 4931, ADVERTISING AGE 
ee draft status and sal- | 100 E. Ohio St., Chicago 11, Ill. 
ary desired. | 
Box 4930, ADVERTISING AGE | 
Ry 330 W. 42nd St., New York 18, N. ¥. ADVERTISING MANAGER 
n¢ tite =: jel Vig Wy —S POSITIONS w vANTED = Over 20 years of wide experience 
ie = 4 re . Si > é 


vy _-| with advertising agencies, manufac- 
YOUNG (WOMAN) COPY WRITER | turers and publishers. Knows all 
desires position with small Chicago| phases of sales promotion, media, 


agency. Short on temperament; | direct-mail and graphic arts produc- 
long on ideas. tion. Available naw 
Box 4928, ADVERTISING AGE Box 4937, ADVE RTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 100 E. Ohio St., Chicago 11, Il. 


Joins PR&L Radio Dept. 


Mary Dunlavey, formerly with 
Ruthrauff & Ryan, New York, has 
been named radio time buyer of 
Pedfar, Ryan & Lusk, New York. 


Midwest Elects Hayes 

J. J. Hayes, manager of Auburn 
Stoker Company, Chicago, has 
been elected president of the Mid- 


west Stokers Association, Chicago. 


AT. s ; Ws 
7 wit Bh < 1 \ ao Ve iW \A/ , it oO BX 


new survey sHOws fay 
What Technicians Read 


Tue radio and electronic electorate have spoken. A nationwide poll shows 
which are the favorite magazines among technicians. 


As was to be expected RADIO-CRAFT is away out in front. It was quite 
a revelation to learn who are the 2d and 3d Choices, also the rank of other 
publications in the procession. 


This is all told in the Survey just completed. Other valuable information 
about the radio and electronic field is also brought out graphically in this re- 
port. It is free for the asking, together with a copy of the booklet: LOOKING 
AHEAD IN MERCHANDISING ELECTRONICS AND RADIO. 


For nine consecutive 
years the Union-Star 
has led in city zone 
circulation. 


— at less than — 


Fill in coupon “1g PER READER 


or write for 
Survey on your 
own [ctferhead. 


ADY: ION-STAR 
enines 


SCHENECT! 


RADIO 
CRAET 


v avn POPULAR ELECTRONICS ¥ 


Nationally Represented by 


SMITH CO 

FT zs WEST BROADWAY, NEW YORK 7, N. Y , I KELLY - S 5 
a ! | RADIO-CRA me : - of your "SURVEY OF THE RADIO-ELECTRONIC FIELD'' together with your booklet "LOOKING AHEAD IN I | 
" | MERCHANDISING ELECTRONICS AND RADIO:' 4 
rl Name Title ; | 
! Company 1 | 
i Street P. O. Zone No State | 
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.. Mercury’ Declares 


War on U. S. Army 
in Magazine Ban 


Continued from Page 1) 
such an interpretation would 
it possible to send the men 
magazines of pure fiction and 
furny books,’” he declared. 


Says No Ban Intended 


e magazine ban arises over 
he War Department’s interpreta- 
ion of the new Federal Voting 
caw, an amendment to the Hatch 
{ sponsored by Senator Robert 
A. Taft of Ohio. Senator Taft 
aid this week that his amendment 
was not intended to stop Army 
distribution of books about gov- 
nment and political figures. 

(he War Department, however, 
it is explained, is confronted with 
e law carrying $1,000 fine and a 


Hycor’s imprisonment for dissemi- 


nation of publications in Army 
camps that may influence the sol- 
dier’s vote. 

Mr. Spivak cited the incongruity 
of banning the American Mercury, 
while permitting the Reader’s Di- 
gest, Which reprints an average of 
one Mercury article an issue. 


WHITE AND FORSBERG 
ON POLITICAL SPOT 


New York, July 13.—Two for- 
mer advertising executives—Col. 
Egbert White, from Batten, Bar- 
ton, Durstine & Osborn, and Col. 
Franklin S. Forsberg, from Street 
& Smith Publications—were put 
on the spot this week for their 
handling of political news. 

Col. White, director of Stars & 
tripes in the Mediterranean 
Theater, was removed from his 


fcommand and sent home for try- 


ing to get a 2,000-word daily di- 
gest of Associated Press news. 


)Stars & Stripes also was ordered 


Se 


» plements, 


to discontinue its magazine sup- 
containing reprints of 
material, political and otherwise, 
from American magazines. 

Col. Forsberg, New York, com- 
manding officer of the Army News 
Service, was criticized for delay in 
handling certain political news. 
One criticism of A.N.S. was that 
President Roosevelt’s announce- 
ment that he will run for a fourth 
term was printed in full by the 
London edition of the Stars & 
Stripes and that comment by 
Thomas E. Dewey and Wendell L. 
Willkie was cut by censorship. 


G-E Names Prout 


George R. Prout, formerly man- 
ager, industrial control division of 
General Electric Company, Sche- 
nectady, has been appointed man- 
ager of the air conditioning and 
refrigeration division of the ap- 
Pliance and merchandise depart- 
ment, at Bloomfield, N. J. 


Sales Executives Elect 


o 


C. B. Gleaves, assistant to the 
pre sident of West Virginia Coal & 
Coke Corporation, Cincinnati, has 
deen elected president of the Cin- 
innati Sales Executive Council. 
N. A. Rustin has been named vice- 
President and Paul Nichols, treas- 


Sturdevant to Majestic 


W. Sturdevant, for 12 years 
Coast manager for Zenith 
» Corporation, has resigned to 
Sec ome western division manager 
lajestic Radio & Television 
ration, Chicago. 


We 
=. 


> 


| - — —— — 
| 
| 
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Feed Advertising 
Van Wanted 


Rare opportunity for man fa- 
miliar with feeds, feeding and 
feed merchandising. Should be 
versatile copywriter, able to talk 
the language of feed buyers 
and feed mills. Good pay, 
good present and good future 
with large, expanding Chicago 
firm, leader in its field. Our 
organization knows of this ad. 


Address Box 4925, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 
tl, Ulinois. 


Downes Heads Production 
Sheldon C. Downes, for the past 
five years with Congoleum-Nairn, 
Kearny, N. J., has been appointed 
production manager of Anderson, 
Davis & Platte, New York. 


B&B Appoints Art Heads 

Charles Faldi has been ap- 
pointed chief art director for Ben- 
ton & Bowles, New York, and 
Norman Byron and Edward 
Fischer have been named group 
art chiefs. 


Preference Quota 
Plan Announced 
by Emerson 


New York, July 12.—A new plan 
for a “preference list” of custom- 
ers for postwar radios which will 
give “preference delivery quota” 
certificates to prospective consum- 
ers but which will not obligate 
them to buy, was announced yes- 
terday by Jack Geartner, adver- 


tising director, Emerson Radio and 
Phonograph Corporation, at a 
meeting of the company’s eastern 
distributors. 

Benjamin Abrams, president of 
the corporation, at the same meet- 
ing predicted an immediate post- 
war demand for 25,000,000 radio 
| sets, but pointed out that the in- 
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dustry’s potential manufacturing 
capacity is only between 15,000,000 
and 17,000,000 sets a year. 

Mr. Abrams also predicted that 
deemands for radios after the war 
will expand the industry “from its 
prewar volume of $300,000,000 to 
$400,000,000 to a $3,000,000,000 an- 
nual business.” 


GIBBONS 


ABSVERTIEING 


Ts, ENTO MOlTRFAL WINNIPEG 


KNOWS CANADA 
J.J. GIBBONS LTD. 


e,; 
MERCHANDISING 
REGINA 


Catruaerr Oman ™ AN 


NO RECIPE’FOR SATISFACTION 
BEATS SKILL AND “KNOW HOW” 


Many a man droolingly refers to the “kind that mother used to make” with the boast that “she took a pinch 


of this and a dab of that” and came forth with the masterpiece that has lived in his gastronomic memory 
since childhood. . . . Well, maybe mother didn’t bother with the Boston best seller—after she had acquired 
the “knack”, but it took a lot of doing before that “knack” and skill and “know how’’ became one and the 


same thing. . . . Hundreds of advertisers and advertising men insist that the color and the black and white 


interpretations of their ideas in the country’s most widely read publications be faithful images of the fruits 
of brush and camera. But they little realize the years of thought and labor and experience that have been 


spent and earned by the craftsmen who can make them so . . . nor do they or should they care—much.... 


If they know where to obtain that skill, that “know how”... that “knack” for producing photo-engravings, 
their desires can be satisfied. . .. Many such advertisers and advertising men have been on Rogers’ books 


| for more than twenty years... and many more are being added as their discrimination becomes more keen. 


ROGERS ENGRAVING COMPANY 


Mastercraftsmen of Photo-engraving 
Adolph F. Buechele, President 


(2001 CALUMET AVENUE - Phone CAL 4137 - CHICAGO, ILLINOIS 
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Sandage Named 


Head of Transit 
Ad Survey Group 


Chicago, July 13.—The naming 
of C. H. Sandage, author of “Ad- 
vertising—Theory and Practice” 
and research authority, as research 
director of the Institute of Tran- 
sit Advertising was announced to- 
day by Dr. Herman G. James, 
president of the group. 

Appointed as research assistants 


UNUSUAL SALES 
OPPORTUNITY 


is offered you in the expond- 
ing $10 billion Negro Mar- 
ket. Sales potential is up, 
costs ore down. We can help 
you get your share econom- 
ically, efficiently. Write to- 
day for Free Facts. 


DAVID J. SULLIVAN 


NEGRO MARKET ORGANIZATION 
MARKETING « AUVERTISING « RESEARCH 
S45 Fitth Avenue, New York 17, N. Y. 


1S A NEGRO 


| tional 


|\Company, 


were Prof. W. E. Davenport of the 
University of North Dakota, and 
Prof. H. R. Doering, of the Uni- 
versity of Wisconsin. George E. 
Frazer was named treasurer and 
H. C. Lutkin executive secretary 
of the group. 

Dr. James, formerly president 
of Ohio University, Athens, O., 
and of the University of South Da- 
kota, said the purpose of the non- 
profit bureau is “to serve adver- 
tising agencies, manufacturers, 
distributors and the public with a 
completely objective, long-term 
study of the field of transporta- 
tion advertising.” Mr. Sandage 
said the bureau plans a city-by- 
city transit advertising study be- 
ginning with food distribution, and 
that a report of this study will be 
issued within six months. 

Institute members include Na- 
Transitads, Wm. Wrigley 
Jr. Company and Transportation 
Advertising Company, all of Chi- 
cago; Cincinnati Street Railway 
Company; Eddy-Rucker-Nichels 
Cambridge, Mass.; 
Pittsburgh Railways Company, 
and Ray Vickerstaff Advertising 
Company, Toledo, O. 


Says ‘Reminder’ 
Ads Can Get G. I. 
Joe Postwar Job 


New York, July 12.—Advertis- 
ing can play a large part in the re- 
adjustment of “G. I. Joe—Civilian” 
after the war, according to former 
Sergeant “Bill” Caldwell, holder 
of the Distinguished Flying Cross, 
the Purple Heart, a Presidential 
citation and six other American 
and foreign decorations for having 
brought down 19 Japanese planes. 

In an interview with ApvErRTIs- 
ING AGE following an address in 
which he discussed the problems 
of the returning soldier before a 
meeting of Advertising Post 209 
of the American Legion in New 
York, Mr. Caidwell pointed to the 
record of advertisers helping the 
sale of war bonds, waste paper 
salvage and other war activities, 
and stated that the same methods 
of using “reminder inserts” could 
play a large part in aiding return- 
ing soldiers to find their proper 
places in civilian life. 

“This could be done,” Mr. Cald- 


NEW STUDY OF DISTRIBUTION 
IN LIGHT-LOAD 
CONSTRUCTION INDUSTRY 


For those Planning Post-War Sales 
Quotas, Advertising and Sales 
Promotion of Building Materials 
and Equipment 


"Building Products Dis 


to-the-minute picture of the distribution channels 


for Building Materials 


following types of construction: 


tribution" contains an up- 


TTL 


and Products used in the 


Heyy 


SUCCEED 


AMERICAN BUILDER STUDY 


FR E E to Manu- 


facturers of building 
materials and supplies, 
and their advertising 
agencies. 


bib 
ft 


Se co a 
EN AG Be pee 


A NEW 


TTT rd 


STM es 


Coe lt |: Individual homes, apartments 
COMMERCIAL...... Stores, garages, service stations 
INDUSTRIAL ........ Small factories, municipal buildings 
Ws ewe wwe Houses, barns, utility buildings 

4 What “BUILDING PRODUCTS DISTRIBUTION” Covers: 


well said, “by a consistent insert 
campaign by all advertisers to sell 
the public just one important fact 
and that is that ‘G. I. Joe— 
Civilian’ needs a job. After the 
last war too many people thought 
they had dome their duty to re- 
turning soldiers with a pat on the 
back and a few drinks, but we are 
facing a much larger problem this 
time and we must plan and pre- 
pare for it. 

“Possibly,” Mr. Caldwell con- 
cluded, “the advertising industry 
can establish a peacetime group 
similar to the War Advertising 
Council which would devote itself 
to the interests of returning serv- 
icemen and women. In any event 
the problem is one that will give 
advertisers an opportunity to be of 
vital national service.” 


Joins U. S. Time 


Edith Balfour Dunn, associated 
with the pattern division of Mc- 
Call Corporation for eight years 
in charge of department store and 
teen-age promotions, has been 
named publicity and public rela- 
tions director for United States 
Time Corporation, New York. 


Export Agencies Elect 


The Association of Export Ad- 
vertising Agencies has elected 
Joseph Palmer, Foreign Advertis- 
ing & Service Bureau, president; 
William T. Hopkinson of T. B. 
Browne Ltd., vice-president, and 
Henry R. Webel, G. M. Basford 
Company, secretary and treasurer. 


Smith Leaves Hotpoint 

G. H. Smith, since 1941 general 
sales manager of Edison General 
Electric Appliance Company, Chi- 
cago, has resigned. He has not an- 
nounced his plans, and no succes- 
sor has been appointed. 


Maloney to Buchanan 

James J. Maloney, formerly 
vice-president of Donahue & Coe, 
and previously with N. W. Ayer 
& Son, has joined the executive 
staff of Buchanan & Co., New 
York. 
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Jewel Cartoon : 
Book Teaches 
Sales Rules 


Chicago, July 12.—Painless , 
cation of sales personnel is 
bodied in a cleverly written, 
toon-illustrated booklet publi 
recently by Jewel Food Store 
its employes. 

In a foreword to the 4x5” p. p. 
phlet, G. M. Garnett, 


YOURE NOT con 
PLETELY ORESs; 
FOR WORK, MiSs Joy 
sw» WHERE'S You; 
SMILE? 


PARDON THE PUN, BUT ) 
You'RE ALWAYS IN Good 
“FORM’IF YOU WEAR A Bic 


JEWEL SMiLEe ! 


chief of the Jewel Tea Company, 
Chicago, writes: “For the life of 
us, we can’t imagine any duller 
reading than a_ booklet entitled 
‘Rules and Regulations.’ We be- 
lieve that people do things best 
when they want to do them and 
when they understand the reasons 
for them—and not because the; 
have to do them.” 

In 17 cartoons, drawn by Sic 
Hix, Jewel Food Stores’ rules an 
regulations are illustrated, humor- 
ously showing the serious effect 
improper clothes worn by em- 
ployes, uncleanliness, short 
weights and favoritism have or 
customers, and pointing out the 
value of politeness, tact, quick 
service and better merchandising 


in general. 


START TELLING THEM YZosu / 


pers« e| 


Breakdown of 22,681 retail lumber and 
material dealers by types, by relation 
to population centers, and by credit 
status. 


Description of coverage of dealers 
and builders by American Builder. 


In 1945 Manufacturers will be thinking more about 


controlled by consumer goods 


Type of building 
dealers. 


Building Materials and Products listed 


American Builder coverage of 
by percentage of dealers who handle. 


building professionals and dealers 
by territories. 


€+ The dealers’ place in prefabrication. 


e 
3] 


Have you been keeping the people living outside 


Description of eight principal sources 
from which dealers buy. 


SUPPLEMENTARY DATA 


“Building Products Distribution” is in loose leaf form. The names of those who request 
a copy now will automatically be placed on the list to receive supplementary material 
concerning the light-load construction industry, as American Builder's continuing study 


discloses significant data. 


Copies of this American Builder Study are available at no cost to the manufac 
turers of Building Materials and Products, and to their advertising agencies. 


THE 


_ 7 puipe® American Builder, having served as a clearing house 
: —enreae AB r yT,OOK\ for news and ideas in this field for 65 years, is in a 
=| ay. DING B= | position to pick up information that is not always INDIANA LEAGUE of HOME DAILIES 
ee , available elsewhere. As an added service to the build 
- as" \ ing industry, we send out a regular bulletin, “Building and in Michigan + is the 
ooo — t Outlook’. Drop us a note or check the attached cou- 
7 sleds pon, if you'd like to receive it. MICHIGAN LEAGUE of HOME DAILIES 
TUTTLE LLL (Lower Peninsula Group) (Upper Peninsula Group) 
Chicago 3, Mlinois: 105 West Adams Street 
+. , — , y. 8 . . treet = ops - . ° 
New York 7, N. ¥.: 30 Church Stree — | Write or phone the specialists for over 25 years in Indiana and 
Ne ieee ' | ‘ , ; é » 
r H Michigan markets for complete information. } 
‘ {merican Bu r, Research Department i-B, 
‘ 105 W. Adams Street, Chicago 3, Illinois 
' . ’ ' 
H Please send my tree copy of Building Products Distribution : SCHEERER & co. 
: wcliietese come br sditlantinds ' : 
: Please send me “Building Outlook,” regularly, without a Chicago 1 New York 17 
' ' e m= 
a a ee oe ee ee 35 E. Wacker Drive 441 Lexington Ave. 
eo ee ' Phone: STAte 7942 Phone: Murray Hill 2-2423 
+ Position__ Se -_ ‘ 
' ' 
‘ Company__ — ' 
f Street oe ee ie . SS TT cee RT, PS ER 


Oe AE Ree 


DO YOU RECEIVE “BUILDING OUTLOOK?” 


EEL LLL bo 


time products? 


group is the 


metropolitan cities reminded about your peace- 


If not, why don't you start telling them NOW 
through advertising in the media you know they will 
read—their home town daily newspaper? 


In Indiana the most important non-metropolitan 
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ReynoldsPromotes 
‘Climate-Proof' 


Aluminum Foil 


ichmond, July 14. — Reynolds 
Mc‘als Company, which launched 
irst institutional campaign for 
al foil last week, will use full- 
» color ads through October in 
Ay erican Magazine, Newsweek, 
Tr Saturday Evening Post, Time 
an. United States News. 
aptioned “How foil wrap licked 
mon’s stubbornest enemy,” the ads 
d-seribe Reynolds’ “climate-proof 
wrapping seal” used now to pack 
idreds of different items re- 
‘ed by the armed forces. Rey- 
rn ids “lamination of aluminum 
f with other extra-tough mate- 
rials surpasses the services’ speci- 
fcation for ‘rough handling’ ”’—a 
nd problem the Army faced. 
special box and _ illustration 
eal how emergency lifeboat 
tions are packaged in Reynolds 
itective foil—one of the many 
ms used by all branches of the 
my and Navy. 
From the postwar angle, copy 
tates that “tomorrow, the 40 
lants producing Reynolds alumi- 
num will be ready to supply a 
peacetime America with the ‘metal 
if the future’ this nation will need 
for so many essentials of living.” 
J. Walter Thompson Company, 
New York, is the agency. 


REYNOLDS SHOWS FILM 


New York, July 12.—No limit 
to the use of aluminum after the 
war is foreseen by Reid B. Gray of 
Reynolds Research Institute in a/| 
$75,000, 40-minute film, “A Recital 
of Faith,” prepared by J. Walter 
Thompson Company to dramatize 
the wartime growth of Reynolds 
Metals Company, which was 
shown here today. 

“Transportation by air, land and | 
sea... will continue to be the 
No. 1 user of aluminum,” Mr. Gray 
said. “Aluminum freight cars, 
particularly refrigeration cars, are 
almost a certainty. Future auto- 
mobiles will take advantage of | 
lighter metals. Construction and 
housing unquestionably will use 
tremendous quantities of alumi- | 
num and in infinite variety. In-| 
dustrial plants will need more of 
it, particularly the food industry 
in its processing equipment.” 

Mr. Gray also predicted greater 
use of aluminum foil for packag- 
ing and expanded use of alumi- 
num for fixtures, furniture and 
utensils in homes. 

The film dramatizes the war- 
time work of the Reynolds com- 
pany, under R. S. Reynolds, presi- 
dent, in helping to multiply pro- 
duction of this metal; shows 
aluminum parts at work in air- 
planes, etc., and depicts opera- 
tions at Reynolds plants in Lister- 
hill, Ala., and Louisville. 

It is being released for non- 
theatrical distribution to 3,000 
adult audiences of business and 
civic groups and technical socie- 
ties, and also will be scheduled as 
a “B” picture in theaters of 
Louisville and perhaps Richmond, 

a. 


Atlantic Refining Starts 


52-Week Drive in Dailies 


Atlantic Refining Company, 
iiladelphia, will begin a bi- 
‘ekly 52-week campaign of 60 
d 48-inch ads in 105 eastern 
wspapers featuring the war and 
twar contributions of the pe- 
leum industry. 
‘irst ad, captioned “Cracking 
Axis,” describes two catalytic 


The only squawk 
AA’s story on top agency billings 


induced by 


(July 3 issue) has come from 
agency men who say the Ruth- 
rauff & Ryan figure of $35,000,000 
for 1944 billings is much too high, 
and that $28,000,000 would be 
nearer base. R&R itself refuses to 
say anything. Incidentally, it is 
reported to be the ambition of 
Stanley Resor, JWT president, to 
bill $100,000,000 annually before 
he retires, and Ray Rubicam, who 
has just retired from Y&R, is also 
said to have once harbored the 
desire to build a_  $100,000,000 
agency. 
a oo ok 


Rumor had it last week that 
Adlai Stevenson, Chicago attorney 
and former special assistant to the 
late Secretary of the Navy Frank 
Knox, will purchase control of 
the Chicago Daily News for the 
paper’s employes — guaranteeing 
their notes over a 10-year period. 
Officially, there was no word from 
the board of directors concerning 


| try plight will be considered at a 
| Chicago parley July 24. 


| Concan Buys Cameron 


- ‘ | Continental Can Company, New 
any prospective purchaser or im-| York, has acquired for cash all of 
minence of a sale. | the capital stock of Cameron Can 

a“ * 9 | Machinery Company, Chicago. The 

Some newspaper owners who|Cameron company will operate as 
have devoted editorial space to|a subsidiary of Continental Can 
church activities find little com-| with no personnel changes. 
fort in the fact that Presbyterians | — 
have been handed a committee re- | 
port recommending greater use of | Paper Salvage Soars 
sponsored radio time. Baptists are|.. In the past two months 915,050 
planning to double their annual |!bs. of waste paper have been sal- 
$30,000 budget for radio promo- | Vvaged bed hag oe Pa 
; : per salva committee, ordi 
a — ° |to Chairman Robert de Graff, 

a : - |president of Pocket Books, Inc. 
ee of the National Piano | ‘The amount, most of which was 
anufacturers Association are up|. lected duri Mav 15-May 30 
in arms over industry idleness, | COU€Cl® ne Sone lay 
and both the WPB and OPA are | Consists chiefly of unbound books. 
blamed. Eighty per cent of the | 
industry’s capacity is idle, due to| Strathmore Buys Ripans 
war work cutbacks, but the WPB!| Ripans, laxative and antacid 
has given only a few factories| tablet marketed since 1891, has 
the recently 


| 
| 


permission for a limited produc-| been purchased by 

tion, leaders protest. Even with formed Strathmore Products Com- 
these, OPA is said to have failed| pany, New York. Irving Rosen 
to reach a pricing policy permit-| Advertising is conducting a direct 
ting makers of parts and supplies | mail and newspaper test campaign | 


ito resume production. The indus-|in Nassau County for the product. | 


55 
Saunders to ‘Redbook’ 


Don F. Saunders, formerly di- 
rector of reader research for 
McCall Corporation, has been ap- 
pointed associate editor of Red- 
book. 


Eshleman Agency Named 

Benjamin Eshelman Company, 
Philadelphia, has been named the 
agency for Sun Ship Building & 
Dry Dock Co., Chester, Pa. 


we (7 BACK ISSUES 


Complete coverage of current 
and back issues of business pa- 
pers and magazines for editorial 
and advertising material. 

Booklet No. 20, “How Business Uses 
Clippings” outlines how manufactur- 


ers and advertising agencies use our 
service. 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS * MAGAZINES 
221 N. LASALLE ST., CHICAGO 1, ILL. 


operators, advertising 


executives. 


FAMILY POPULATION — Impor- 
tance of family unit. How family 
size, plane capacity, and utility, . 
travel distance, etc., 


sales. 


it buys, etc. 


RETAIL SALES — State and regional 
breakdown of buying power, 


buying habits, etc. 


Clues to transportation require- 


IMPORTANT FACTS for air- 
craft and parts manufacturers, 
airport executives, fixed-base 


managers, advertising agency y 


BUYING INCOME — Where buying 
income is located. How much is 
spendable. How it is spent. What 


AUTOMOBILE REGISTRATION — 


* Reprinted from AVIATION...the first 


. published comprehensive 


and sales 


ments, uses of buying income. In- 


fluence on aircraft sales. 


AIRCRAFT REGISTRATION — In- 
dices of past aviation acceptance = 


by state and region. 


AIRPORTS — Number and concen- 


tration. Availability 


‘king units recently opened in 
ladelphia and Texas. N. W. 
‘rr & Son is the agency. 


or NEW POST-WAR HOMES 


\RCHITECTURAL MEN WILL 
O THE SPECIFYING 


or greatest coverage use 


e Magarine of Architecture | 


population centers. 


PILOT REGISTRATION — Prewar + 
registration, potential postwar 
registration. Clues to necessity * 
and acceptance of aviation. 


ties. Location in relation to urban 


study of its kind 


influence 

* 

- 

se 
* 

* 

» WRITE FOR YOUR COPY...FREE 

‘ @ Who are “private plane’”’ prospects? 


@ Where do they live? 


sales objectives, sales quotas, primary and secondary 


and facili- « ing habits, etc. 


@ Where shall we locate to serve them? 


“HERE ARE YOUR MARKETS” provides you with basic marketing facts. 
Facts essential to establishing a sound national distribution program in the 
great coming private plane, equipment, parts and accessories markets. Text, 
tables, charts and maps loaded with essential information. 

* “HERE ARE YOUR MARKETS” is an authoritative yardstick for gauging 


distribution points, buy- 


The coupon below or a note on your letterhead will bring your copy 


immediately. 


ALSO topographic factors, water- * * * 


landing facilities, population y 
density and other important data. 


@ Another example of the editorial leadership that makes 
AVIATION the ‘‘must”’ magazine among the men who wield the 


* * * * * 


* buying power...the men who read your advertising. 
* * * * * * * * * * * * 

* AVIATION, McGraw-Hill Publishing Co., Inc., 330 West 42nd St., New York 18, N. Y. 
Please send your 24-page study of Postwar Aviation Distribution 
Name 

* 
Title or Affiliation 

* COUIGEE 6 ceceenesons 


Address 
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Newspapers Urge 
Crackdowns on 
L-240 Evaders 


(Continued from Page 1) 


that L-240 be amended to cover 
the following: 

“That periodicals which were 
free distribution papers in 1941 be 
permitted to continue using their 
1941 gross consumption of print 
paper, less the sliding scale per- 
centage curtailment required in 
the commercial printing order 
L-241, even though most of their 
circulation is now net paid. 

“That small publishers falling 
within the 25-ton-per-quarter ex- 
emption clause be limited to usage 
of print paper not more than their 
consumption in 1943. 


Would Add Restrictions 


“That special publications, such 
as those issued by benevolent, fra- 
ternal, trade union, professional, 


literary, historical and_ scientific 
organizations and societies, having 
eight pages or less, which have 
been unlimited in ‘their allowed 
consumption, be limited to their 
1943 tonnage.” 

The committee also recom- 
mended that Arthur Treanor, di- 
rector of WPB’s printing and pub- 
lishing division, appoint a special 
group “to define the field or area 
of publications coming within the 
scope and control of L-240, and 
also to study the amount of print 
paper that may be consumed by 
a newspaper.” The group also 
disapproved use of a_ proposed 
formula for adjusting competitive 


conditions through appeals based | 


on “excessive deterioration” or 
“progressive improvement” for- 
mulas. 


Slight Deficit Seen 


Mr. Boeschenstein told the pub- 
lishers that available supplies of 
newsprint in the third and fourth 
quarters should total 1,638,000 
tons, and total usage should be 
1,628,000 tons, but inventory ad- 
justments requiring 19,000 tons 
will probably mean an over-all 
shortage of 8,700 tons. He added 


tion of 200,000 tons might be re- 
duced in the fourth quarter owing 
to the precarious position of Ca- 
nadian pulpwood drives and 
drouth in central Canada which 
has lowered the water level so 
much that many logs cannot be 
floated to mills. 

Domestic pulpwood receipts have 
improved greatly, he said, show- 
ing an increase of 25.5% for the 
first five months of this year, but 
still 5% below the comparable 
1942 period. Consumption of pulp- 
wood, largely as a result of ex- 
panded military and_ essential 


civilian nequirements, has gone up | “ 


4.3% over 1943 during the same 
period, he added. 


Penticoff Leaves Sears 


M. C. Penticoff, for 11 years 
manager of Sears, Roebuck & Co.’s 
Chicago group of class A depart- 
ment stores, has resigned. His fu- 
ture plans are unannounced. 


Allen Joins Compton 


Christy Allen has resigned as 
vice-president of A. C. Nielsen 
Company, New York, to join 
Compton Advertising as an execu- 


that Canada’s monthly contribu-| tive. 


- 


Fort Wayne... iN Di ANA'S 


2ND 


LARGEST 


MARKET 


exists today.. 


MARKET COVERAGE! 


The News-Sentinel covers the Fort Wayne market. A daily 
newspaper established in 1833—delivered by carrier 
to 97.8% of all homes in Fort Wayne every week day. 


The News-Sentinel 


... doubly diversified industries 
employ more than 43,000 
factory workers! 


@ Among the nation’s great corporations operating plants in 
Fort Wayne: General Electric, International Harvester, Stude- 
baker, Phelps-Dodge, Allied Mills, National Can, American 
Fork & Hoe, Fruehof Trailer.. 


well established all over the world. 


.and others whose names are 


Local firms having grown into national importance with 
branch offices everywhere: Bowser, Wayne Pump, Tokheim, 
Magnavox, Farnsworth, Zollner Pistons, 
Wayne Knitting, American Steel Dredge and others. 


Thus is found in Fort Wayne double-diversity in industry— 
double assurance of stability as proven in the past...as it 


.and in the promise for the future. 


YORK—CHICAGC 


General Hosiery, 


DETROIT 


Scouts to Enlist 
1,700,000 Boys 
for Paper Drive 


New York, July 12.— The Boy 
Scouts of America, more than 1,- 
700,000 strong, are being enlisted 
by Donald M. Nelson of WPB in 
a nationwide drive to collect ad- 
ditional waste paper. In a letter 
addressed to Dr. Elbert K. Fret- 
well, chief Scout executive, Mr. 
Nelson declared that waste paper 
is still our No. 1 war material 
shortage,” adding that if we are to 
meet the paper requirements for 
military and_ essential civilian 
needs we must collect and move to 
the paper mills an average of 
667,000 tons of waste paper each 
month. 

Responding to the WPB request, 
Dr. Fretwell has prepared a spe- 
cial waste paper bulletin and col- 
lection program which will be dis- 
tributed this month to 54,000 Scout 
units throughout the country. 

Previous experience of Scouts 
in collecting waste paper, Dr. 
Fretwell told ApvERTISING AGE, in- 
dicates that the largest quantities 
come from small towns and that 
approximately 600,000 Boy Scouts 
will be enlisted in those areas in 
the new waste paper drive. 


SCHENLEY DRIVE 
NETS 4,500 CARTONS 


New York, July 13.—In a carton 
reclamation program started by 
Schenley Distillers last November 
more than 4,500 tons of cartons 
were reconditioned and returned 
to use by the company by June 1 
of this year, according to a report 
issued this week. 

The seven-month figure, 
terms of materials released for 
war, was sufficient to make 19,- 


500,000 packages for Army “K | 
rations, and an additional 12,000,- | to E. F. Johnson, vice-president in 


000 blood plasma containers, 
company said. 


the 
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Under the intensive carton ; 
clamation system, which is su 
ervised by the company’s fic 
representatives, corrugated pad 
liners and partitions, as well 
the cartons, are collected and 1 
turned from wholesalers and ; 
tailers for reconditioning and ; 
use. Torn or damaged mater 
that cannot be repaired is rout: 
to scrap dealers and paper mills 


STORES GET PACKETS 
FOR PAPER SAVING 


New York, July 12.—Backed | 
the War Production Board, 1! 
National Retail Dry Goods A 
sociation is sending to 6,000 ad 
partment stores this week a pac 
age of promotion material for 
nationwide retailers’ campaign + 
conserve paper supplies. 

WPB Chairman Donald Nels 
asks every retailer to “use wra) 
ping or packing materials for pi 
tection and not for appearance; 
use as little wrapping or packi 
materials as possible; to bring 
customers’ attention, at all possib 
times, the need to conserve and 
salvage paper products; to organ- 
ize an intensive training effort to 
make this conservation program 
effective within his store, and co- 
operate to the utmost with the 
paper salvage campaign in his 
community.” 

Material offered to the stores, 
through NRDGA, includes a 22x 
28-inch color poster, a card topper 
for use on all store sign holders, 
easeled counter cards, color stick- 
ers, and folders for package in- 
serts, showing seven ways in 
which consumers Can cooperate 
with the paper drive, at the stores 
and in their homes. 


n, GM Names Lewellen 


W. G. Lewellen, a member of 
| General Motors central office war 
staff, has been appointed assistant 


charge of the eastern aircraft and 
Dayton, O., divisions. 


Leader, coupled with the excellent plus-services of its merchan- 
dising staff, does a real job of increasing sales in Manchester's 
great six county Primary Zone market of 359,000 people. 


Full-time staff for pre-war type 

merchandising service—dealer 
display; surveys; printing and 
mailing letters, post-cards, broad- 
sides, ete. 


2 Careful attention to position 
treatment on all copy. Large 

and small space advertisements 

receive the same fair handling. 


NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COMPANY 


a eee eeeeaaeoeeeoaa @2eee294 


‘EXTRA MERCHANDISING SERVICES GET RESULTS | 


# \MIANCHESTER 
NION-L LEADER 


MANCHESTER, N.H. 


The National Cash Register 
Company is,one of hundreds 
of advertisers to express un- 
solicited a vote of thanks to the 
Manchester Union-Leader for 
its effective, sales-building co- 
operation. Space in the Union- 


A well-established and influ- 

ential trade paper. Also, a bi- 
monthly Food News Letter cov- 
ering important New Hampshire 
food and drug trade. 


4 Enthusiastic cooperation of 
New Hampshire Association 
of Retail Grocers, aiding new 
product penetration, retail dis- 
tribution and mass displays. 
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1(/0 Ad Drive to 


| Ask Annual Wage 


‘ and Higher Rates 


(Continued from Page 1) 


90°. of parity on the products he 
pr duces for two years following 

end of the war, that “the gov- 
er»ment has guaranteed industry 
q profit for two years,” and that 
therefore those companies which 
guarantees 
nst losses should provide em- 
es with a guaranteed annual 
e, Such a guarantee will do 
h to stimulate “buying confi- 
increase purchasing 


ye government 


ce” and 
er, the ad says. 


| LICENSE FIGHT 


— 


Vashington, July 13.—The CIO 
endeavoring to enlist all possi- 
labor support for the United 
when this 
10 affiliate appears before the 
‘C Aug. 15 to argue against re- 
wal of the broadcasting license 


itomobile Workers 


f WHKC, Columbus, O. 


The WHKC dispute arose from 
refusal of the station to permit 
UAW Vice-President Richard T. 
Frankensteen to analyze the rec- 
ord of the Ohio Congressional 
issues in 
Washington during a quarter-hour 
period the union regularly bought 
from the station. UAW also claims 
other deletions by the station, and 
in its petition to the FCC asserts 
that Fulton Lewis Jr. and Boake 
permitted to 
broadcast the opposite viewpoint 
on the same issues, to the same 


delegation on labor 


Carter were both 


audience. 


Agency Fees Paid 
by McGraw-Hill 


Engineering News - Record and 
McGraw- 
Hill publications, have issued rate 
rates 
" which became effective for new 
The new 
and 
provide for the payment of a 15% 
commission to recognized advertis- 


Construction Methods, 
cards announcing higher 
advertisers on July 1. 
rates are on a gross basis 


ing agencies. 


The latter group includes mem- 
bers of ABP and the Four A’s in 
addition to other agencies which 
operate as such and precludes only 
those organizations which can be 
agencies.” 
in the two 
publications are protected at cur- 
rent rates for the period of one 
year but the higher rates will ap- 
ply to all advertisers with the 
July, 1945, issues of the publica- 


classified as “house 
Present advertisers 


lions, 


W. A. WINTERBOTTOM 


New York, July 11.—William A. 
Winterbottom, 60, vice-president 
and general manager of RCA 
Communications, Inc., who last 
month celebrated his 30th anni- 
versary in radio communications 
work, died of a heart attack July 
8 at his Long Island home. Join- 
ing Marconi Telegraph & Wireless 
Company of America in 1914 as 
commercial manager, Mr. Winter- 
bottom became an executive of 
RCA when it was formed in 1919 
and took over the Marconi com- 
pany. He was recognized as One 
of the world’s leading authorities 
in the field of radio and interna- 
tional communications. 


MAJ. R. A. SANDERS 

Park Hills, Ky., July 11.—Maj. 
Russell A. (Dutch) Sanders, for- 
mer national advertising manager 
of the Cincinnati Post, has been 
reported killed in action. Accord- 
ing to the War Department, he 
was fatally injured when a plane 
was shot down over France on 
May 8. Although attached to the 
AAF, he was not a flyer and was 
reported to be on a special mission 
at the time. 

Maj. Saunders was in charge of 
the Detroit office of Mademoiselle 
until he entered the Army. 


JOHN F. STERN 


Larchmont, N. Y., July 11.— 
John Frederick Stern, 75, chair- 
man of the board of Knit Goods 
Publishing Corporation, publisher 
of The Underwear and Hosiery 
Review, and vice-president and 
director of Chain Store Publishing 
Corporation, publisher of Chain 
Store Age, died at his home here 
Sunday. Mr. Stern started in the 
trade publication field in 1914, 
purchasing with associates Sweater 
News, which later became The 
Underwear and Hosiery Review. 


SANFORD H. LANE 


Darien, Conn., July 11.—Sanford 
H. Lane, 62, vice-president of 
Gotham Advertising Company, 
New York, died at his home here 
yesterday. Mr. Lane was associ- 
ated with the American Bank Note 
Company, New York, until 1934 
when he joined Gotham. 


W. HOWARD MILLAR 


New York, July 11.—W. How- 
ard Millar, 48, vice-president of 
Doremus & Co., and with that 
agency for 12 years, died July 8 
of a heart atiack. He had been 
active in financial advertising for 
about 30 years. 


HARRY A. CHASE 
Rochester, N. Y., July 11.—Fu- 


neral services for Harry A. Chase, 


... to name a few. 


Read why 
Leading Advertisers send 
their Kodachromes 
to Hollywood 


We service Sunkist, T W A, Cole of California, Four Roses, 
Armstrong Cork, Consolidated Steel, Boeing, North American, 
Douglas, Lockheed, Meredith Publishing, Foote, Cone & Belding 


Our customers like Chromart Prints better than Kodachrome 
Films as copy for platemaking because .. . 


1) Engravers, harassed by shortages in men and materials, are 
on sure ground with fine “flat copy” such as Chromarts. 


2) Chromart Prints can be displayed, okayed, pasted into art- 
work, airbrushed for last-minute changes. 


Our customers send us their finished Kodachromes because, they 
tell us, nowhere else can they obtain color prints fine enough to 
serve as artcopy for the making of top-quality printing plates. 
Chromarts from $44. Investigate! 


PHOTOCHROME 


837 North Fairfax Avenue 


Hollywood 46, Cal. 


74, former owner and publisher of 
the Shoe Retailer, were held here 
yesterday. 
the Rochester Herald and the Post 
Express before entering the trade 
publication field. 


EDWARD A. MUNCH 


Wilmington, Del., July 11.—Ed- 
ward A. Munch, 47, for more than 
25 years with the Crosby & Hill 
Company store as advertising and 
display manager, died here July 7 
after a heart attack. 


GEORGE G. OTTO 


St. Louis, Mo. July 11.— 
George G. Otto, 49, originator of 
the national waste paper salvage 
campaign and an executive of Al- 
ton Box Board Company, Alton, 
Ill., died here last week Mr. Otto 
served last year as director of the 
WPB paper board division. 


EIA Elects Miner 


D. C. Miner, advertising man- 
ager of E. F. Houghton Company, 
has been elected president of the 
Eastern Industrial Advertisers As- 
sociation, Philadegphia. Other of- 


Mr. Chase served On| 


ificers elected are: H. W. Weihen- 
|mayer Jr., L. H. Gilmer Company, 
vice-president; Harry W. Smith 
Jr., Selas Company of America, 
secretary, and W. A. Fox, Fox & 
Mackenzie, treasurer. 


Becker Rejoins Bendix 


William A. Becker has resigned 
as field deputy of salvage division, 
War Production Board, to rejoin 
Bendix Home Appliances, South 
Bend, Ind., where he was district 
sales manager of the central divi- 
sion before the war. 


Gibbs to ‘Iron Age’ 


Robert M. Gibbs, formerly ad- 
vertising manager of Jones & 
Laughlin Steel Corporation, Pitts- 
burgh, has been appointed Pitts- 
burgh district manager of Iron 
Age, New York, replacing W. J. 
Fitzgerald, now in the service. 


Hyndman to Buchanan 


Marjorie Hyndman, formerly 
account executive and copywriter 
with Donahue & Coe, New York, 


has joined Buchanan & Co. Pre- 


57 


viously, Miss Hyndman had been 
with Geyer, Cornell & Newell as 
a copywriter. 


Fleming to Schenley 


Emmett J. Fleming, formerly as- 
sistant general sales manager of 
Roma Wine Company, Fresno, 
Cal., has been appointed midwest- 
ern divisional manager of Schen- 
ley Distillers Corporation, Chi- 
cago. 


THE 10 BILLION | || 
POST-WAR 
BUILDING 
MARKET 


will be 70% controiled by 


ARCHITECTURAL MEN 


The best way fo reach the n 


aa Y me 
~ Pencil Points 


The Magazine of Architecture 


we can 


pers are now made. 


printer. Mail the coupon 
or write on your busines: 
letterhead for yOur copy 


| pREE! MAIL THI 


COUPON NOW 


| BUY WAR BONDS... 
| AND KEEP THEN. 


Send for this timesaver 


Revised edition tells what grades, colors, 
weights, finishes, sizes of Hammermill pa- 


indexed 


I F YOU BUY or specify paper and printing, keep 

this new up-to-date second edition of THE 
HAMMERMILL MANUAL OF PAPER INFOR- 
MATION on your desk to save your time. 


It lists all Hammermill papers made today, and 
gives a thumbnail description of each grade. It will 
help you order sizes that cut economically, in quan- 
tities that handle and ship conveniently to your 


911 


get 


THAT'S THE 
THIRD TIME THIS MONTH 
WE'VE PICKED A PAPER 
NO LONGER 

MADE! 


. « Conveniently 


fcc-----------= 


Position 
(Please w 


Hammermill Paper Co., Erie, Pa. 
— f the 
Please send me—free—a copy OF Ul 
second edition of The Hammermill 
Manual of Paper Information. 
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YOU GAN TAKE THEIR WORD™ FOR IT 


@ ‘If there are available reprints of this magnificent essay (‘Lord of Creation’) 
would you be so kind as to send one to me. If none are available or planned, 
there should be! Suzanne Langer has treated a cardinal but difficult topic 


with ENLIGHTENING perspicuity. And it would be well-nigh criminal to per- 


mit currént paper shortages to foil a more widespread dissemination of this 


article — some of the most cogent writing and thinking of this time.” + 


@ “The article ‘Our Form of Government’ presents in a nut shell the machinery 
ond function of our government . . . With the people facing openly and 
directly the fiscal burden, the necessary adjustment in the form and machinery 
of government will follow by itself. Then, such studies as prepared by your 
stoft will serve as valuable guides for intelligent discussion throughout the 
nation. In the interest of a better understanding and greater ENLIGHTEN- 


MENT it is only to be wished that the circle of your readers be evergrowing, 


and growing rapidly.” 


@ “The editors of FORTUNE Magazine have presented a very thorough and 
valuable analysis of the economic problem (‘The Domestic Economy’) . . . It 


is most encouraging to find such ENLIGHTENED opinion in a magazine like 


FORTUNE, for it has access to the minds of business leaders which would be 


closed to sources having less dignity and prestige.” 


@ “| admire the thoroughness with which FORTUNE is performing its self- 
appointed task, and the sense of responsibility which is evident in its research 
and pronouncements. | am one of those who believe that the press carries a 


great responsibility . . . For this reason | welcome your ENLIGHTENING and 


responsible articles, it being only through knowledge and understanding that 


problems can be resolved.” 


@ “It was with considerable pleasure and interest that | read ‘it (‘Britain’s 
Balance Sheet’) last night and | offer my.congratulations’ on the excellent 
presentation of the situation over here . . . May I again express my gratitude 


for the splendid work of ENLIGHTENMENT which you are doing.” 


@ “| would appreciate it a great deal if you could send me copies of the entire 
series on Postwar Problems. They would be an excellent basis in our discus- 
sion groups and will help to stimulate constructive and progressive thought and 
action amongst soldiers for the future of our great country. Thank you very 


much for the ENLIGHTENMENT and progressive attitude of your surveys.” 


@ “You of FORTUNE are performing a real service through the publishing of 
your various articles on city planning. It is good that you have developed the 
distinction between planning strategy and tactics. | believe that is only the 


beginning — but a good beginning — of the ENLIGHTENMENT of the public 


on the subject that is of vital importance to practically every community in 


the nation.” 


@ “| earnestly believe your survey (Postwar Reports) speaks for the American 
majority, and will stimulate much discussion, which is a fine thing. Only 
through such a medium can we arrive at a reasonable semblance of truth. | 
have read most of your reports and find them exceptionally well-done and 
ENLIGHTENING.” 


* The word that FORTUNE readers use so frequently in letters to The Editors 
—a few of which are abstracted above. For FORTUNE is ENLIGHTENMENT 


for management men on our current industrial civilization. 85% of FORTUNE’s 


175,000 subscribers are management men—and survey after survey shows 


that in FORTUNE the advertiser reaches management more certainly, more 


effectively, and more economically than in any other magazine. 
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AT KMBC-FM CEREMONY—With CBS officials and affiliates on hand, KMBC- 
EM, Kansas City, officially went on the air at noon Saturday, June 24. Exec- 
»s on the initial broadcast included (left to right): Craig Lawrence, gen- 
manager, KRNT, Des Moines; Hugh B. Terry, manager, KLZ, Denver; Jerry 
Taylor, vice-president, and Arthur B. Church, president and general manager 
of Midland Broadcasting Co., operator of KMBC and KMBC-FM; Howard Lane, 
CBS director of public relations; William Lodge, CBS chief engineer; and Hugh 
Feltis, general manager, KFAB, Lincoln. 


FRIENDLY TRANSFER—Staff members and executives of Hillman Periodicals 

and The American Mercury joined in a recent New York lunch at which Alex 

Hillman, head of the publishing company, was host. Left to right are: Mr. 

illman, Eugene Lyons, for the past six years editor of American Mercury, 

ho becomes editor of Hillman's new digest-size magazine, "Pageant," and 
Lawrence E. Spivak, publisher of American Mercury. 
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Pp eT. frank gait om a 
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Goodbye, my dearest,” need not be the end of 
omance. Because memory-pictures of you, unfor i 
gettably lovely with a Solitair complexion, go wi 
rr ae 
him in his heart. alewvs. Let him remember ee 
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TAR « TING WITH THE TOP — 


make-up & pevinctly blended yo tj a * 
pbb ete n? ~ £6 


we ‘oe 


Wes gama ihe 


EEP’- SAME THEME—Campana Sales Co., Batavia, Iil., despite competitive 
py egun recently by Lady Esther warning women that cake make- -up is 
Mu (AA, July 10), continues to promote its Solitair cake make-up with 


rl he can't forget" theme. Ads are carried in Sunday supplements of 
ork, Philadelphia and Chicago papers, and are tied to Campana's network 


Pr gram, ‘First Nighter." The agency is Wallace-Ferry-Hanly, Chicago. 


Zasiee DAYS ANY Rescged RIGHTS FOE Har ci ¥ER PATIENTS 


BUILDS IMPULSE SALES—Although no 
product is mentioned on this counter 
display which enables the hay-fever 
sufferer to prescribe his own treatment, 
actual packages, droppers and atom- 
izers are placed on the shelf. Theme 
and art work are from a folder dis- 
tributed to doctors by Frederick 
Stearns & Co., Detroit. Forbes Litho- 
graph Mfg. Co. prepared the display. 


TO KIST BOTTLERS — Citrus Products 
Co., Chicago, producer of concen- 
trated juices and flavors, is offering 
this calendar, in shades of purple and 
magenta, to Kist bottlers for 1945. 
Betty Lynn, Mrs. America of 1943 and 
"Swim for Health'' champion, is the 
model. 


Common Sense Plan 
for Prosperity 


PHOTOGRAPHIC REVIEW OF THE WEEK 


THINGS TO COME—June Austin and Sidnie Lee listen to the Norge “talking 

totem pole” as it intones, “You'll have a great future with Norge." Primarily 

for visiting distributors and dealers, the attention-getter was used by the Borg- 

Warner Corp. division as a feature of its display at the summer furniture mar- 

ket in Chicago. An automatic record-playing device in the base of the pole 
provided words and music. 


\944 s SUMMER rege pha: 
New way : 
to make 

Lemonade! hs 


\ LEMONADE 
the tows tat one 
£ cccawnntenanr ccc 


\ ~ 
” ee 


SUMMERTIME TIE-UP—California Fruit Growers Exchange and Quaker Oats 
Co. last week promoted Sunkist lemons and oatmeal cookies in a coordinated 
campaign with these full-color pages, one each in The American Weekly and 
The Saturday Evening Post. Salesmen for both companies placed special display 
material in retail stores. Foote, Cone & Belding is the Sunkist agency, while 


Ruthrauff & Ryan handles Quaker Oats. 


sul wha! marrenED) ames —— 


Concress oF InpustRiaL OrcANizaTioNs 


718 Jackson Place - Washington, D. C. 


Concress oF InoustRiaL ORGANIZATIONS 


718 Jackson Place Washington, 0. C 


UNION APPEALS IN DAILIES—The Congress of Industrial Organizations, via these two large- space ads in almost 100 pepers 
this week launches a campaign to win higher wages and a guaranteed annual wage to stimulate “buying confidence.” Wilt- 
man & Pratt, Pittsburgh, is the agency. (Story on Page |.) 
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the Sun sells* 


LIPPMANN 


Million Men Kept Out of War 
By China’s Internal Blockade 


By Walter Lippmann. 
J HILE the general shapepitt> Corman war has b 


SULLIVAN 


It Just Goes 

To Show You 

Never Can Tell : 
Mr. Sullivan is in Chicago WO? dog: ; 

covering the Republican Na- 

tional Convention 


By Mark Sullivan. 


y OU will have hear 


*Freedom of Opinion 


These words appear at The Sun’s Masthead each 
day: 


**The news columns shall be fair and accurate; 
the editorial columns shall be fair and just 


in the expression of concientious opinion.” 


They are a blueprint of The Sun’s attitude — its 
state of mind toward its job. They tell the kind 


of reporting The Sun gives its readers. 


Sure, The Sun has its own opinions... But it puts 
news in the news columns, and expresses its opin- 
ions in the editorial columns. And The Sun allows 
contributing columnists complete freedom of their 


opinions. 


Lippmann and Grafton may never agree. Sullivan, 
Kent and Landis may always have different 
opinions. But they're free and welcome to ex- 


press them in The Sun. 


Do Chicago folks like it?...The demand for The 
Sun is constantly increasing. Over 320,000 people 


who can get The Sun under today s curtailed 


press runs are buying it every weekday morning, 


and over 400,000 are doing so on Sunday. 


Have advertisers found that Sun readers are re- 
sponsive? Advertisers consistently have found that 
The Sun gives results out of all proportion to its 
circulation and cost. 


Yes, The Sun is steadily, solidly growing in power— 
steadily winning friends who make responsive cus- 
tomers for Sun advertisers. If you sell in Chicago: 


1. You need The Sun in any newspaper com- 
bination to cover Chicago completely, eco- 
nomically and efficiently. 


2. By using The Sun alone you can make a 
tremendous impact against America’s No. 2 
market with a relatively small expenditure. 


THE CHICAGO SUN” 


CHICAGO’S MORNING TRUTHpaper 


400 W. Madison St., Chicago + 250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. « NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 


NEWSPAPERS GET 


IMMEDIATE ACTION 
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